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Abstract	  This	  project	  is	  based	  on	  the	  analysis	  of	  how	  a	  target	  audience	  perceive	  the	  message	  of	  a	  	  certain	   organization,	   sent	   through	   a	   promotional	   video	   by	   the	   organization.	   After	  creating	  a	  promotional	  video	  with	  a	   specific	  purpose	  of	   representing	   the	  organization	  Game	   and	   its	   activities	   and	   values,	   our	   goal	   is	   to	   come	   close	   to	   an	   answer	   as	   to	   how	  perception	  of	  an	  object	  can	  be	  made	  into	  a	  strength	  for	  a	  (chosen)	  organization	  related	  to	   the	   effect	   and	   use	   of	   social	  media	   in	   today’s	  modern	   society.	   To	   do	   so,	  we	  will	   be	  using	   the	   Audience	   Reception	   Analysis	   theory,	   and	   combine	   it	   with	   the	   theory	   of	  Convergence	  Culture	  in	  the	  Creative	  Industries,	  since	  Game	  uses	  social	  media	  platforms	  for	  all	  their	  promotion	  and	  further	  communication.	  	  In	  this	  project,	  our	  two	  research	  questions	  are	  guided	  through	  the	  qualitative	  technique	  of	   the	   focus	   group,	   which	   we	   will	   analyse	   using	   the	   six	   dimensions	   of	   Audience	  Reception	   Analysis.	   Ultimately,	   this	   project	   provides	   useful	   tips	   to	   orient	   any	  communication	  related	  with	  our	  study	  object	  in	  a	  successful	  way.	  	  
(In	  Spanish)	  
Este	   proyecto	   está	   basado	   en	   el	   análisis	   sobre	   cómo	   el	   target	   de	   audiencia	   percibe	   el	  
mensaje	  de	  una	  organización	  en	  concreto,	  enviado	  a	  través	  de	  un	  vídeo	  promocional	  por	  
esta	   misma	   organización.	   Después	   de	   crear	   un	   vídeo	   promocional	   con	   un	   propósito	  
específico	  de	   representar	  a	   la	  organización	  de	  Game	  y	   las	  actividades	  y	   valores,	  nuestro	  
objetivo	   es	   alcanzar	   una	   respuesta	   a	   la	   pregunta	   de	   cómo	   la	   percepción	   de	   un	   objeto	  
puede	   ser	   transformada	   en	   una	   virtud	   para	   una	   organización	   (en	   este	   caso	   la	   elegida)	  
relacionándolo	  con	  el	  efecto	  y	  uso	  de	  las	  redes	  sociales	  en	  el	  contexto	  actual	  de	  la	  sociedad	  
moderna.	  Para	  llevar	  a	  cabo	  esto,	  usaremos	  la	  teoría	  del	  Análisis	  Receptivo	  de	  la	  auciencia	  
y	   combinarlo	   con	   la	   Convergencia	   Cultural	   en	   las	   Industrias	   Culturales,	   ya	   que	   toda	   su	  
promoción	   y	   comunicación	  que	  Game	   lleva	  a	   cabo	   es	  a	   través	  de	   las	  plataformas	  de	   las	  
redes	  sociales.	  
En	  este	  estudio,	  nuestras	  dos	  cuestiones	  de	  búsqueda	  son	  guiadas	  por	  la	  técnica	  cualitativa	  
del	  focus	  group,	  el	  cual	  analizamos	  usando	  las	  seis	  dimensiones	  de	  la	  recepción.	  En	  última	  
instancia,	   este	   proyecto	   ofrece	   consejos	   útiles	   para	   orientar	   cualquier	   tipo	   de	  
comunicación	  relacionada	  con	  nuestro	  objeto	  de	  estudio	  de	  una	  manera	  eficaz.	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General	  introduction	  In	  today’s	  society	   it	   is	   important	  to	  be	  able	  to	  reach	  your	  audience	   in	  an	  effective	  and	  fast	  way.	  Social	  platforms	  are	   fast	  becoming	   the	  best	  way	   to	   interact	  and	  get	   in	   touch	  with	  an	  existing	  and/or	  potential	  audience,	  especially	  one	  of	  a	  younger	  segment.	  Since	  the	   way	   we	   communicate	   is	   based	   more	   and	   more	   on	   fast	   and	   direct	   approach,	   the	  social	  platforms	  are	  becoming	  of	  higher	  and	  higher	  importance,	  if	  one	  is	  to	  reach	  out	  to	  the	   public.	   Communicating	   via	   online-­‐	   and	   social-­‐	   platforms	   gives	   the	   advantage	   of	  direct	   communication,	  but	   also	   stresses	   the	   importance	  of	   fast	   communication	  –	  busy	  people	  require	  fast	  answers	  on	  the	  go.	  Furthermore,	  communication	  can	  go	  both	  ways	  and	  the	  participatory	  audience	  is	  increasing	  along	  with	  the	  social	  media.	  Communication	   comes	   in	   many	   forms.	   It	   is	   often	   more	   than	   just	   written	   words	   that	  affects	  us	  the	  most.	  The	  same	  goes	  for	  the	  organization	  we	  have	  chosen	  to	  work	  with;	  Game	  Copenhagen.	  One	  of	  the	  ways	  they	  communicate	  on	  social	  media	  is	  through	  visual	  media.	   Using	   the	   visual	   to	   communicate	  means	   giving	   the	   receiver	   an	   opportunity	   to	  form	   their	   own	   impression	   on	   a	   different	   level.	   Visuals	   can	   reach	   out	   to	   a	   person’s	  emotions	   and	   affect	   ethos,	   pathos,	   and	   logos.	   Hence	   the	   saying:	   “A	   picture	   is	   worth	   a	  
thousand	  words”.	  Game	  especially	  uses	  the	  power	  of	  a	  visual	  when	  making	  promotion	  videos,	  where	  they	  show	   a	   certain	   mood	   and	   atmosphere	   that	   leaves	   the	   viewer	   feeling	   happy	   and	  energetic	  –	  just	  as	  the	  organization	  view	  themselves.	  	  	  
Motivation	  All	  members	  of	  this	  group	  had	  the	  Communication	  workshop	  ‘Video	  as	  Social	  Media’,	  as	  we	   find	   it	   a	   very	   interesting	   and	   relevant	   part	   of	   communication.	   As	   we	   made	   the	  promotional	   video	   for	   Game1	   and	   got	   positive	   feedback	   from	   them,	   saying	   that	   they	  would	   like	  to	  use	  our	  video	  for	  promoting	  themselves	   in	  the	  social	  media,	  we	  found	  it	  obvious	   to	  work	   further	  with	   the	  video.	  The	   target	   group	   is	   still	  Game’s	   target	   group,	  being	  young	  people,	  and	   this	  also	  spoke	   to	  all	  members,	  as	  we	  had	  a	  wish	   to	  create	  a	  modern	  and	  uptempo	  video,	  as	  well	  as	  being	  able	  to	  work	  with	  youth	  in	  the	  target	  group	  analysis.	  We	  all	  agreed	  it	  could	  be	  interesting	  to	  try	  to	  promote	  something,	  and	  finding	  a	  good	   cause	   like	   Game	  motivated	   all	   of	   us,	   as	  we	   support	   the	  work	   and	   values	   of	   the	  organization.	  	  
                                                
1 https://www.youtube.com/watch?v=5IkQwSCLl_Q 
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Problem	  formulation	  Having	  made	  a	  promo	  video	  for	  Game	  in	  our	  workshop,	  we	  wanted	  to	  take	  it	  further	  and	  look	   into	   how	   a	   video,	   made	   for	   a	   certain	   organization	   with	   a	   certain	   purpose,	   is	  perceived	  by	  an	  audience.	  Can	  they	  relate	  to	  the	  video?	  Is	   the	  video	  and	  reputation	  of	  the	   organization	   connected	   and	   coherent?	   What	   makes	   the	   audience	   perceive	   it	   in	  different	  ways?	  Our	  goal	  is	  to	  come	  close	  to	  an	  answer	  as	  to	  how	  perception	  of	  an	  object	  can	  be	  made	  into	  a	  strength	  for	  a	  (chosen)	  organization,	  combined	  with	  the	  effect	  and	  use	  of	  social	  media	  in	  today’s	  modern	  society.	  	  By	  following	  the	  audiovisual	  style	  of	  Game,	  our	  hypothesis	   is	   that	  our	  video	  will	  catch	  the	   attention	   of	   Game’s	   target	   audience,	   thereby	   leading	   to	   an	   increased	   interest	   in	  Game,	  mostly	  online	  but	  as	  well	  offline.	  	  	  Research	  questions:	  
- How	  does	  the	  audience	  perceive	  the	  representation	  of	  Game	  through	  the	  video?	  
- And	   how	   does	   the	   message	   in	   the	   video	   influence	   their	   attitude	   towards	  
participating	  in	  the	  organization?	  	  
Limitations	  Having	   a	   focus	   group	   to	   interview	   and	   analyse	   has	   been	   our	   main	   goal	   from	   the	  beginning.	  We	  want	   to	   analyse	   the	   participants’	   answers	   in	   order	   to	   obtain	   data	   and	  come	  closer	  to	  finding	  out	  the	  importance	  of	  an	  audience’s	  perception	  as	  well	  as	  how	  a	  product	  can	  be	  perceived.	  However,	  finding	  interviewees	  for	  our	  focus	  group	  interview	  turned	  out	  to	  be	  much	  more	  difficult	  and	  time	  consuming	  than	  expected.	  Our	   initial	   thoughts	   for	   the	  number	  of	  participants	   in	   the	   focus	  group	   interview	  were	  ranging	  from	  four	  to	  eight.	  In	  spite	  of	  this,	  it	  has	  proven	  much	  difficult	  to	  find	  just	  three	  or	   four	  people	   to	  participate	   in	   the	   interview.	  This	   can	  be	  due	   to	   the	   limited	   time	  we	  have	   had	   to	   find	   participants	   as	  well	   as	   the	   lack	   of	   participants	  who	  will	   fit	   into	   our	  target	  group.	  We	  have	  from	  the	  beginning	  of	  the	  process	  asked	  Game	  for	  help,	  as	  they	  are	  better	  fitted	  at	  reaching	  out	  to,	  not	  only	  a	  larger	  group	  of	  people	  through	  their	  social	  media,	  but	  also	  the	  specific	  targeted	  group	  of	  people,	  since	  we	  are	  trying	  to	  reach	  their	  audience.	  Since	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they	  are	  a	  large	  and	  busy	  organization,	  it	  has	  been	  quite	  difficult	  to	  communicate	  with	  them	  as	  much	  as	  needed	  and	  receive	  necessary	  help	  in	  time.	  The	   above-­‐mentioned	   difficulties	   and	   restraints	  will	   of	   course	   lead	   to	   a	  more	   limited	  and	  perhaps	  not	  as	  varied	  collection	  of	  data.	  Because	  our	  main	  object	  in	  this	  project	  stems	  from	  a	  video,	  the	  main	  focus	  will	  of	  course	  be	  this	  video.	  This	  means	  a	  narrower	  view	  on	  perception	  from	  the	  participants.	  We	  will	  therefore	  not	  be	  able	  to	  compare	  any	  data	  to	  other	  videos	  or	  objects	  used	  by	  Game	  in	  their	  campaign.	  	  
Delimitations	  For	   this	   project,	   it	   was	   chosen	   that	   qualitative	   interviewing	   would	   be	   a	   basis	   in	   our	  research.	  By	  doing	  so,	  obviously	  quantitative	  interviews	  were	  deselected.	  This	  is	  due	  to	  the	   way	   we	   want	   our	   research	   to	   form.	   We	   want	   an	   in-­‐depth	   look	   into	   how	   our	  participants	  perceive	  and	  view	  our	  object	  or	  our	  product,	  being	  the	  promotion	  video	  for	  Game.	  Had	  we	  chosen	  to	  do	  quantitative	  interviewing	  it	  would	  only	  give	  superficial	  data,	  based	  on	  what	  can	  be	  measured.	  Doing	  quantitative	  research	  would	  mean	  many	  more	  participants,	   but	   it	   would	   also	   limit	   us	   to	   external	   data	   based	   predominantly	   on	  numbers.	  When	   looking	  at	   the	   interview	  form,	  a	   focus	  group	   interview	  was	  chosen	  above	  doing	  individual	  interviews.	  By	  doing	  individual	  interviews,	  the	  data	  received	  would	  surely	  be	  more	   detailed	   and	   in-­‐depth,	   because	   the	   individual	   is	   analysed.	   It	   would	   be	   more	  possible	   to	   explore	   sides	   of	   the	   individual	   that	   could	   be	   more	   personal,	   sensitive,	  controversial,	   and/or	   embarrassing	   as	   well	   as	   give	   the	   study	   a	   look	   into	   different	  segments	   or	   types	   of	   respondents.	   However,	   we	   have	   chosen	   to	   do	   a	   focus	   group	  interview	  due	  to	  the	  object	  of	  our	  research;	  the	  Game	  video	  and	  the	  Game	  organization	  itself.	  They	  work	  to	  communicate	  to	  a	  larger	  group,	  and	  due	  to	  this,	  we	  want	  to	  see	  how	  a	  group	  would	  receive	  and	  respond	  to	  our	  video.	  Having	  a	  focus	  group	  interview	  gives	  us	  the	  opportunity	  to	  look	  at	  the	  audience’s	   individual	  perception	  as	  well	  as	  how	  they	  experience	   the	   video	   as	   a	   group.	   It	   also	   gives	   the	   possibility	   for	   the	   participants	   to	  explore	  more	  from	  each	  other,	  which	  can	  benefit	  the	  research	  as	  data	  of	  exploration	  and	  new	  markets	   could	  occur.	  We	  also	  believe	   that	  a	   focus	  group	   interview	  can	  provide	  a	  response	  that	   is	  closer	  to	  a	  realistic	  answer	  than	  those	  of	   individual	   interviews	  would	  give.	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Another	   aspect	   of	   delimitation	   is	   time;	   due	   to	   the	   limited	   time,	  we	  had	   to	   choose	   the	  best	  solution	  for	  a	  satisfying	  outcome.	  In	  this	  case,	  we	  believe	  that	  individual	  interviews	  would	   not	   be	   a	   better	   solution	   than	   the	   focus	   group	   interview	   when	   looking	   at	   the	  outcome	  versus	  the	  time.	  The	  research	  targets	  an	  audience	   in	  the	  age	  group	  of	  approximately	  15-­‐25.	  This	   is	   the	  target	  group	  selected	  by	  Game,	  and	  since	  we	  do	  not	  wish	  to	  research	  a	  new	  market	  for	  the	  organization,	  quite	  contrary	  we	  want	  to	  get	  more	  data	  on	  their	  current	  audience,	  we	  chose	  to	  keep	  the	  age	  group	  of	  this	  audience.	  	  
Intro	  for	  the	  Game	  activities	  Game	  Copenhagen	   is	   an	  organization,	  which	  promotes	   street	   culture	  and	  street	   sport.	  The	   organization	   works	   to	   give	   young	   people	   a	   place	   to	   be	   active	   and	   social	   within	  different	  genres	  of	  sports,	  music,	  and	  dance	  (gamedenmark.org).	  The	  people	  who	  work	  as	   the	   force	   behind	   Game	   is	   therefore	   also	   primarily	   young	   people,	   who	   strive	   to	  arrange	  open	  trainings	  and	  offer	  training	  facilities.	  The	  trainers	  on	  their	  activities	  are	  all	  young	  people	  volunteering	  to	  teach	  the	  sport	  they	  love,	  and	  share	  it	  with	  others	  in	  order	  to	  keep	  the	  concept	  of	  Game	  going.	  	  	  	  
Game’s	  communication	  in	  social	  media	  Game	   operates	   on	   most	   of	   the	   major	   social	   platforms	   such	   as	   Facebook,	   Instagram,	  Twitter,	  and	  Youtube.	  The	  platforms	  are	  used,	  not	  only	  to	  give	  updates,	  information,	  and	  share	  pictures,	  events,	  etc.	  but	  furthermore	  to	  be	  able	  to	  capture	  new	  followers	  and	  the	  attention	   of	   young	   people	   who	   could	   potentially	   contribute	   to	   Game,	   either	   as	  volunteers	  or	  as	  members.	  Since	   Game	   communicates	   mainly	   with	   young	   and	   adolescent	   people,	   their	   way	   of	  reaching	  and	  communicating	  is	  also	  very	  influenced	  by	  this.	  The	  fact	  that	  they	  wish	  to	  use	   our	   video	   on	   their	   social	  media	   platforms,	  makes	   it	   evident	   that	  we	   can	   use	   our	  knowledge	  from	  the	  workshop	  and	  lectures	  on	  social	  media	  communication.	  	  	  
Description	  of	  the	  video	  The	  video	  starts	  out	  with	  a	  close	  up	  of	  a	  DJ	  turntable,	  which	  has	  a	  vinyl	  spinning,	  as	  the	  music	   slowly	  starts	  and	  becomes	  more	  upbeat.	  When	   the	  music	   is	  up	   the	  video	  really	  starts	  by	  showing	  fast,	  intensive	  shots	  of	  the	  different	  sports:	  basketball,	  dance,	  soccer,	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and	   parkour.	   After	   the	   very	   energetic	   shots	   of	   the	   different	   sports	   comes	   a	   row	   of	  inspirational	   footage	   of	   very	   the	   diverse	   young	   people	   at	   Game.	   Both	   participants	   as	  well	  as	  volunteers	  says	  in	  one	  word	  what	  Game	  means	  to	  them.	  The	  words	  being	  used	  to	  describe	  the	  organization	  are:	  sport,	  free	  activity,	  dance,	  fun,	  diversity,	  and	  finishing	  up	  with	   the	   simple:	   I	   love	   it.	   Hereafter	   the	   video	   becomes	  more	   informational	   to	   let	   the	  audience	   know	  what	   the	   organization	   is	   and	   does.	  We	   have	   interviewed	   two	   people	  from	   the	   office	   of	   the	   organization,	   who	   are	   telling	   very	   shortly	   about	   how	   the	  organization	   works	   and	   why	   they	   do	   this	   work.	   The	   footage	   of	   them	   talking	   -­‐	  individually	   -­‐	  are	  cut	  between,	  as	   the	  male	  versus	   female	  speaking	  adds	  a	  variation	   in	  the	  sound,	  which	  makes	  it	  less	  monotone	  and	  thus	  the	  idea	  is	  to	  keep	  the	  attention	  from	  the	   audience	   to	   what	   they	   are	   telling.	   The	   Game	   workers	   are	   being	   shown	   while	  speaking,	  but	  mixed	  with	  active	  shots	  from	  participants	  at	  Game,	  to	  give	  a	  bit	  movement	  and	  keep	   the	  whole	  video	   relatively	  up-­‐tempo.	  When	   this	   active	   footage	   is	   shown	   the	  spoken	  information	  is	  simply	  made	  as	  voice-­‐over.	  Towards	  the	  end	  we	  show	  the	  players	  and	   organizers/volunteers	   who	   were	   shown	   earlier	   in	   the	   video,	   this	   time,	   again	  individually,	   all	   of	   them	   naturally	   smiling	   or	   laughing.	   One	   of	   the	   guys	   falls	   back	   of	  exhaustion	  followed	  by	  a	  close	  up	  picture	  of	  a	  female	  hand	  turning	  down	  the	  volume	  of	  the	  music	  on	  a	  big	  speaker	  while	   the	  music	   is	  additionally	   fading.	  The	  screen	   fades	   to	  black	  and	  after	  a	   few	  seconds	  of	  nothing	  the	  music	   is	  being	  turned	  up	  again,	  and	  on	  a	  white	  background	   the	  name	  of	   the	  organization,	   their	   logo,	   slogan,	  hashtag	  as	  well	   as	  the	  credits	  for	  the	  video	  and	  music	  is	  showed.	  	  
Theoretical	  Framework	  The	   purpose	   of	   the	   promotional	   video	   is	   as	   simple	   as	   to	   represent	   Game	   with	   its	  activities	   and	   values.	   In	   order	   to	   answer	   our	   research	   questions	   of	   how	   the	   audience	  perceives	  the	  representation	  of	  Game	  through	  the	  video,	  as	  well	  as	  how	  the	  message	  in	  the	   video	   influence	   the	   target	   audience’s	   attitude	   towards	   participating	   in	   the	  organization,	   we	   need	   to	   interview	   and,	   with	   the	   help	   of	   the	   two	   following	   theories,	  analyse	  the	  perception	  of	  the	  target	  audience.	  	  
Audience	  Reception	  Analysis	  Audience	  Reception	  Analysis	  is	  the	  theory	  concerning	  the	  research	  of	  how	  a	  message	  is	  received	  by	  an	  audience.	  This	  means	  exploring	  the	  way	  an	  audience	  encounter	  a	  media	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product,	  be	  this	  a	  text	  in	  the	  verbal	  or	  visual	  sense,	  and	  what	  meanings	  and	  experiences	  are	  produced	  by	  the	  audience	  as	  a	  result	  of	  this	  (Schrøder	  2014,	  1).	  A	  media	   text	   can	   contribute	   to	   the	   development	   of	   a	   person’s	   evolvement;	   how	   that	  person’s	   beliefs,	   identity,	   value	   or	   knowledge	   is	   formed.	   However,	   reception	   analysis	  stems	  from	  a	  premise	  that	  while	  you	  can	  be	  influenced	  by	  a	  text	  as	  far	  as	  what	  is	  taken	  in	  from	  said	  text,	   the	  information	  is	  not	  taken	  in	  easily,	  as	  a	  person	  has	  “sense-­making	  
codes,	  or	  interpretive	  repertoires”	  (Schrøder	  2014,	  2),	  making	  sure	  the	  meaning	  of	  a	  text	  is	  negotiated	  and	  questioned	  before	  applied	  and	  accepted	  by	  the	  mind	  (Schrøder	  2014,	  2).	  In	  the	  theory	  it	  is	  all	  written	  as	  analysing	  texts,	  but	  can	  be	  applied	  to	  other	  objects	  -­‐	  in	  our	   case	   it	   is	   the	   video.	   There	   are	   different	   aspects	   to	   consider	  when	   it	   comes	   to	   the	  audience:	  one	  is	  the	  position	  of	  social	  matter	  that	  the	  individual	  can	  represent.	  This	  can	  differ	   in	  a	   large	  variety	  and	  range	  from	  age	  to	  gender	  to	   level	  of	  education	  or	  political	  orientation	  (Schrøder	  2014,	  4).	  Audience	  Reception	  deals	  not	  simply	  with	  the	  habits	  of	  the	  individuals,	  but	  also	  with	  audience	  reception	  data.	  In	  order	  to	  do	  that	  sufficiently,	  it	  is	   important	   to	   not	   only	   make	   a	   distinction	   between	   semiotic	   and	   ideological	  dimensions,	   when	   it	   comes	   to	   audience	   readings,	   but	   also	   “to	   set	   up	   a	   number	   of	  
dimensions	   of	   reception	   in	   addition	   to	   these	   two.”	   (Schrøder	   2000,	   237).	   To	   do	   so,	   an	  empirically	   based	   model	   by	   Schrøder	   is	   followed,	   which	   includes	   six	   dimensions	   of	  media	  reception	  (Schrøder	  2000,	  233):	  
-­	  	  	  	  	  Motivation	  
-­	  	  	  	  	  Comprehension	  
-­	  	  	  	  	  Discrimination	  	  
-­	  	  	  	  	  Position	  	  
-­	  	  	  	  	  Evaluation	  
-­	  	  	  	  	  Implementation	  	  When	  trying	  to	  account	  for	  the	  many	  dimensions	  of	  reception,	  one	  fundamental	  point	  of	  the	  model	  is	  that	  of	  demonstrating	  “that	  ‘polysemy’	  and	  ‘opposition’	  must	  be	  seen	  as	  two	  
analytically	   distinct	   processes,	   before	   they	   obviously	   interconnect	   in	   the	   overall	   reading	  
process”	   (Schrøder	   2000,	   243-­‐244).	   This	   means	   people	   must	   have	   some	   degree	   of	  motivation	  to	  read	  an	  encountered	  media	  text	  or	  the	  reception	  process	  will	  be	  blocked	  instantaneously	  (Schrøder	  2000,	  244).	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When	   looking	   at	   Motivation,	   it	   is	   a	   concept	   dealing	   with	   affective	   and	   cognitive	  processes.	  Motivation	  is	  established	  when	  these	  processes	  simultaneously	  draw	  on	  the	  other	  dimensions	  within	  reception	  (Schrøder	  2000,	  	  244).	  As	  far	  as	  Comprehension	  goes,	  it	  is	  “at	  the	  basic	  level	  of	  the	  sign”	  (Schrøder	  2000,	  245).	  This	  means	  in	  order	  to	  gain	  meaning	  from	  the	  different	  types	  of	  sign	  and	  thereby	  situate	  meaning	   within	   social	   context,	   a	   sufficient	   theory	   of	   social	   semiotics	   is	   necessary	  (Schrøder	  2000,	  245).	  From	  doing	  several	  studies	  of	  media	  audiences,	  it	  has	  been	  found	  that	  when	  it	  comes	  to	  
Discrimination,	  a	  text	  may	  possibly	  be	  adopted	  by	  audiences	  with	  “aesthetically	  critical	  
stance	  towards	  the	  text”	  (Schrøder	  2000,	  247).	  As	   for	   Position,	   the	   concept	   applies	   merely	   to	   the	   subjective	   attitude	   towards	  accompanied	   text	   of	   a	   reading,	   and	   the	   Position	   is	   designed	   to	   solve	   inadequacy	   that	  occurs	  (Schrøder	  2000,	  249).	  When	   reaching	   the	   dimension	   of	   Evaluation,	   it	   attempts	   to	   cover	   the	   subjective	  experience	   from	   the	   informants	   of	   whether	   -­‐	   and	   to	   what	   degree	   -­‐	   they	   agree	   or	  disagree	  “with	  the	  perspective	  perceived	  by	  the	  informant	  to	  reside	  in	  the	  text”	  (Schrøder	  2000,	  250).	  This	  is	  done	  so	  through	  the	  concept	  of	  Position	  (Schrøder	  2000,	  250).	  Once	  the	  reader	  has	  been	  through	  the	  processes	  of	  the	  former-­‐mentioned	  dimensions,	  it	  is	  up	  to	  the	  target	  audience	  how	  they	  want	  to	  implement	  the	  information	  received.	  This	  dimension	  is	  called	  Implementation	  and	  completes	  the	  process	  as	  it	  is	  here	  decided	  how	  they	  want	  to	  use	  this	  new	  knowledge	  (Schrøder	  2000,	  251-­‐252).	  By	   using	   reception	   analysis	   in	   an	   analytical	   sense,	   it	   can	   be	   very	   useful	   in	  communicative	   research,	   to	   make	   sure	   it	   is	   successful	   in	   engaging	   with	   the	   targeted	  audience	  and	  thereby	  get	  the	  best	  possible	  outcome	  in	  a	  campaign	  (Schrøder	  2014,	  1).	  	  
Convergence	  Culture	  in	  the	  Creative	  Industries	  	  
-­	  Social	  Media	  and	  Communicating	  with	  Audiences	  Media	  consumption	  is	  mainly	  focused	  on	  the	  way	  audiences	  receive	  and	  give	  meaning	  to	  media	  content,	  while	  media	  production	  is	  rather	  analysed	  focusing	  on	  political	  economy	  or	  sociology	  of	  the	  industry	  (Deuze	  2007,	  244).	  Studies	  are	  made	  to	  find	  answers,	  which	  emphasizes	   social	   identities	   either	   as	   producers	   or	   consumers	   of	  media	   content.	   The	  answers	  can	  be	  structured	  as	  acts	  of	  either	  resisting	  or	  enforcing	  power	  relationships.	  It	  shows	   that	   today,	   as	   the	   social	  media	   has	   evolved,	   the	   consumers	   are	   also	   becoming	  
 10 
producers	   (Deuze	   2007,	   244).	   The	   interactivity	   enables	   a	   media	   to	   have	   social	  interaction	   between	   groups	   or	   individuals.	   This	   aggregation	   is	   driven	   by	   an	   industry	  who	   aim	   for	   strong	   customer	   relationships,	   increasingly	   cheap	   and	   user-­‐friendly	  technologies,	  along	  with	  a	  media	  culture	  that	  includes	  an	  active	  audience	  (Deuze	  2007,	  244).	  Not	  only	  Deuze	  writes	  of	  Convergence	  Culture	   in	   the	  Creative	   Industries,	  Henry	  Jenkins	  also	  tries	  to	  describe	  this	  concept	  of	  evolution	  in	  the	  modern	  social	  media:	  
“This	   circulation	   of	   media	   content	   –	   across	   different	   media	   systems,	   competing	   media	  
economies,	  and	  national	  borders	  –	  depends	  heavily	  on	  consumers’	  active	  participation.	   I	  
will	   argue	   here	   against	   the	   idea	   that	   converge	   should	   be	   understood	   primarily	   as	   a	  
technological	  process	  bringing	  together	  multiple	  media	  functions	  within	  the	  same	  devices.	  
Instead,	  convergence	  represents	  a	  cultural	  shift	  as	  consumers	  are	  encouraged	  to	  seek	  out	  
new	  information	  and	  make	  connections	  among	  dispersed	  media	  content.”	  (Jenkins	  2006,	  8).	  	  	  Media	  participation	  is	  both	  corporate-­‐	  and	  consumer-­‐driven,	  it	  involves	  elites	  –	  such	  as	  politicians	  or	  corporate	  weblogs	  –	  as	  well	  as	  the	  public	  (Deuze	  2007,	  246).	  The	  process	  of	  media	  production	  and	  dissemination	  is	  becoming	  more	  open	  for	  involvement	  with	  its	  increased	   interaction.	   The	   users	   get	   increased	   power	   with	   the	   interaction,	   and	   this	  counts	  both	  outside	  as	  well	  as	  within	  corporate	  industrial	  contexts	  (Deuze	  2007,	  246).	  Social	  media	  allows	  us,	  to	  a	  certain	  degree,	  to	  take	  control	  over	  what	  we	  watch	  and	  hear,	  and	   what	   we	   keep,	   discard,	   or	   forward	   (Deuze	   2007,	   246).	   Participatory	   media	  production	   and	   individualized	   media	   consumption	   are	   co-­‐constituent	   trends.	   Here,	  consuming	  media	   increasingly	  append	  producing	  media,	  and	  our	  media	  behavior	  does	  to	  some	  degree	  involve	  participation,	  co-­‐creation,	  and	  collaboration	  (Deuze	  2007	  247).	  	  The	  concepts	  of	   ‘open’	  and	   ‘closed’	  media	   indicates	   to	  which	  extent	  a	  media	  company	  shares	   some	   or	   all	   of	   its	  modes	   of	   operation	  with	   its	   users	   (Deuze	   2007,	   247).	   For	   a	  more	   open	   media,	   the	   media	   organization	   can	   increase	   their	   transparency,	   or	   can	  intentionally	   give	   its	   users	   more	   control	   of	   their	   experiences.	   Along	   with	   increased	  interaction,	   the	   process	   of	   media	   production	   and	   dissemination	   also	   becomes	   more	  transparent	  and	  open	  to	  external	  involvement,	  as	  mentioned	  giving	  the	  users	  increasing	  power	   (Deuze	   2007,	   246-­‐247).	   This	   way	   the	   products	   are	   actually	   created	  collaboratively	  from	  interactions	  between	  producers	  and	  consumers	  (Deuze	  2007,	  247-­‐249).	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Creative	  industries	  are	  a	  concept,	  which	  aims	  to	  develop	  the	  increasingly	  individual	  and	  small-­‐scale,	   project-­‐based	   or	   collaborative	   ideas	   of	   commercial	   and	   non-­‐commercial	  media	  production	  with	  established	  ideas	  of	  cultural	  production	  (Deuze	  2007,	  249).	  The	  way	  social	  media	  is	  now	  evolving,	  it	  seems	  that	  sharing	  mediated	  experiences	  and	  making	  meaning	  of	  it	  becomes	  more	  participatory	  and	  collaborative.	  The	  roles	  of	  media	  -­‐producers	   and	   -­‐consumers	   are	   no	   longer	   as	   separated,	   but	   are	   blending	   together	   as	  they	   are	   becoming	   collaborative	   within	   a	   still	   unfinished	   set	   of	   rules	   for	   the	   roles	  (Jenkins	  2006,	  9).	  If	  it	  is	  so,	  it	  becomes	  essential	  for	  all	  parts	  to	  recognize	  the	  functions	  of	  the	  producer	  and	  the	  consumer	  as	  interdependent	  (Deuze	  2007,	  250).	  	  The	  theory	  of	  Audience	  Reception	  Analysis	  is	  quite	  obvious	  to	  use	  in	  our	  project,	  since	  it	  will	  provide	  us	  with	  the	  specific	  perceptions	  of	  the	  targeted	  audience.	  We	  will	  combine	  this	  with	   the	   Convergence	   Culture	   in	   the	   Creative	   Industries,	  which	   is	   used	   to	   give	   a	  social	   media	   aspect	   to	   our	   analysis,	   since	   the	   video,	   along	   with	   most	   other	  communication	  by	  Game,	  is	  shared	  through	  social	  media	  platforms.	  	  
Methodology	  	  In	  order	  to	  answer	  our	  research	  questions	  on	  how	  the	  video	  is	  perceived	  by	  its	  target	  group,	   we	   needed	   to	   collect	   empirical	   data	   and	   analyse	   them	   within	   the	   theoretical	  framework	   and	   the	   analytical	   strategies.	   In	   this	   section	   it	   is	   explained	   on	   which	  methodological	  considerations	  the	  research	  is	  structured.	  We	  have	  limited	  ourselves	  to	  stick	  to	  the	  qualitative	  research	  method	  of	  focus	  group	  interviews.	  	  To	   find	   out	   how	   the	   target	   audience	   perceive	   the	   video	   and	  most	   essential	   how	   they	  perceive	   Game	   through	   the	   video,	   we	   did	   a	   focus	   groups	   interview	   containing	   of	   the	  target	   group.	   Game’s	   target-­‐group	   consists	   of	   young	   people	   between	   15-­‐25,	   and	  especially	  in	  socially	  exposed	  areas	  (gamedenmark.org).	  These	  are	  the	  people	  we	  want	  to	  use	  for	  our	  focus	  groups,	  as	  they	  are	  also	  the	  target	  audience	  of	  the	  video.	  Since	   the	   focus	  group	   includes	   the	  main	   target	   audience	  of	  Game,	   and	   thus	   the	   target	  audience	   of	   the	   video,	   we	   expected	   the	   participating	   interviewees	   to	   have	   a	   certain	  interest	  in	  the	  concept.	  Besides	   the	   usual	   interview	  questions,	   the	   qualitative	   follow-­‐up	   questions	   are	   a	   good	  example	  of	   the	  advantage	  of	  doing	  qualitative	  research	  as	   focus	  group.	  The	  essence	  of	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the	   follow-­‐up	  question	   is	   that	   they	  allows	  us,	  as	  well	  as	   the	   interviewees,	   to	  elaborate	  the	  answers.	  Another	   factor	   in	   focus	   group	   is	   the	   collective	   nature	   of	   it	   (Berg	   2001,	   111).	   Some	  people	   have	   a	   hard	   time	   articulating	   their	   thoughts,	   and	   in	   a	   focus	   group,	   people	   are	  able	   to	   speak	   freely	   and	   develop	   on	   what	   has	   already	   been	   mentioned	   not	   only	   by	  themselves	  but	  also	  by	  other	  participants.	  Not	  only	  what	  one	  person	  says	  is	  important,	  but	   also	   the	   other	   participants	   reaction	   to	   it	   (Berg	   2001,	   111-­‐112).	   This	   group	  dynamism	   is	   called	   ‘synergistic	   group	   effect’	   and	   provides	   collective	   power	   to	  marginalized	  people	  (Berg	  2001,	  112).	  A	   disadvantage	   in	   focus	   groups	   is	   how	   the	  more	   upfront	   people	  who	   easily	   get	   their	  opinions	  articulated	  can	  influence	  those	  who	  are	  more	  in	  doubt	  of	  how	  to	  express	  their	  thoughts	  or	  simply	  less	  eager	  speakers	  (smallbusiness.chron.com).	  The	  ability	  for	  some	  participants	   to	   actually	   not	   be	   actively	   participating	   is	   often	   seen	   problematic	   if	   the	  discussed	  subject	   in	   the	   focus	  group	   is	  very	  personal,	   therefore	   it	   is	   important	   to	  deal	  sensitively	  with	  certain	  topics	  (Berg	  2001,	  123).	  Analysing	  the	  type	  of	  object	  that	  we	  do,	  this	  tendency	  is	  not	  an	  essential	  problem,	  but	  in	  deed	  it	  is	  always	  worth	  to	  look	  out	  for,	  when	  doing	  a	  any	   type	  of	   interview.	  One	  of	   the	  most	  essential	   tools	  of	   focus	  group,	   is	  that	  it	  offers	  the	  ability	  to	  observe	  the	  interaction	  of	  the	  participants	  (Berg	  2001,	  115),	  which	  is	  interesting	  when	  working	  with	  communication.	  Sociology	  and	  psychology	  have	  been	  crucial	   for	  establishing	  the	  method	  of	   	   focus	  groups,	  as	   it	   is	  so	  much	  about	  these	  social	  interactions	  (Stewart	  2015,	  5-­‐7).	  This	  is	  also	  crucial	  for	  communication	  though,	  as	  David	  W.	   Stewart	   describes	   in	   his	   introduction	   to	   ‘Focus	   Group	   History,	   Theory,	   and	  Practice’:	  “The	  most	  prominent	  early	   social	  psychological	  uses	  of	   focus	  groups	   sought	   to	  
achieve	   understanding	   of	   the	   effects	   of	   media	   communication	   (...)	   and	   the	   underlying	  
factors	   that	   explained	   the	   relative	   effectiveness	   and	   persuasiveness	   of	   a	   particular	  
communication.”	  (Stewart	  2015,	  5).	  The	   focus	   group	   gives	   us	   limited	   amount	   of	   answers.	   These	   answers	   though,	   will	   be	  more	   useable	   as	   the	   focus	   group	  method	   allows	   us	   to	   dig	   even	   deeper	   if	   there	   is	   an	  unclear	  answer,	  or	  simply	  an	  interesting	  answer	  that	  might	  be	  worth	  elaborating.	  	  	  
Focus	  Groups	  A	   focus	  group	  means	  a	  group	  of	  people	  who	  have	  been	  brought	   together	   to	  discuss	  a	  particular	  subject	  in	  order	  to	  solve	  a	  problem	  or	  suggest	  ideas,	  normally	  guided	  through	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formal	  questions	  (dictionary.cambridge.org).	  This	  kind	  of	  method	  produces	  qualitative	  data	  that	  may	  be	  representative	  for	  general	  population	  (businessdictionary.com),	  which	  is	  why	  we	  find	  it	  relevant	  to	  use.	  For	  a	  comfortable	  ambient,	  we	  have	  chosen	  a	  to	  let	  the	  interview	  take	  place	  at	  Bella’s	  home	  where	  the	   interviewees	  expressed	  they	  would	  be	  relaxed.	   A	   comfortable	   environment	   is	   helpful	   as	   it	   makes	   it	   easy	   and	   natural	   to	   get	  involved	  in	  a	  discussion	  (Berg	  2001,	  123-­‐124).	  To	  begin	  this	  process,	  we	  will	  give	  a	  brief	  welcoming	  and	  introduce	  the	  5	  participants	  to	  what	  the	  focus	  group	  is	  concerning,	  this	  includes	  a	  statement	  of	  the	  basic	  guidelines	  for	  the	   interview,	  which	   is	   important	   to	   avoid	  misunderstandings	   (Berg	   2001,	   121-­‐122).	  Afterwards,	  they	  will	  be	  shown	  the	  video,	  so	  that	  we	  are	  sure	  they	  have	  all	  watched	  it	  and	  have	  it	  fresh	  in	  their	  minds.	  In	  order	  to	  answer	  our	  research	  questions,	  we	  will	  ask	  questions	  such	  as:	  	  “How	  do	  you	  perceive	  Game	  from	  what	  you	  have	  seen	  in	  this	  video?”	  and	   “Does	   it	   make	   you	   want	   to	   participate	   more	   in	   it?”	   As	   mentioned	   the	   follow-­‐up	  questions	  are	   essential	   though,	   and	   is	  what	  makes	  qualitative	   interview	  method	  valid	  for	  us.	  In	  these	  follow-­‐up	  questions	  we	  will	  ask:	  “Why?	  (Would	  you,	  or	  would	  you	  not,	  like	  to	  participate	  in	  Game)”	  thereafter;	  “Can	  you	  give	  an	  example?”	  This	  is	  important	  to	  get	  a	  clearer	  understanding	  of	  what	  the	  interviewee	  is	  concerned	  about.	  Which	  parts	  of	  the	   representation	   of	   Game	   are	   successful	   and	  which	   are	   not?	   -­‐	   Or	   is	   the	   concept	   of	  Game	  for	  some	  reason	  not	  of	  interest	  for	  the	  interviewee?	  The	   questions	   have	   been	   divided	   in	   three	   different	   sections:	   Perception	   of	   Game	  through	  the	  video,	  Motivational	  effect	  of	  the	  video,	  and	  Social	  media	  engagement.	  These	  three	  sections	  are	  divided	  by	  the	  different	  impressions	  our	  interviewees	  can	  have	  from	  Game	   and	   our	   video	   that	   we	   find	   interesting	   to	   answer	   our	   research	   questions.	   The	  sections	  will	  be	  identified	  with	  the	  theories	  used	  for	  the	  analysis	  of	  the	  data.	  	  After	  concluding	  the	  focus	  group,	  we	  will	  proceed	  to	  analyse	  the	  results.	  We	  will	  use	  the	  Audience	  Reception	  Analysis	  to	  do	  so,	  using	  the	  six	  dimensions	  of	  media	  reception	  that	  will	  match	  the	  questions	  from	  the	  three	  different	  sections.	  By	  using	  this	  we	  aim	  to	  find	  conclusive	   results	   that	   will	   be	   analysed	   with	   the	   features	   of	   each	   of	   the	   dimensions	  inside	  each	  of	   the	  three	  sections.	  This	  will	  give	  the	  ability	   to	  separate	   the	  global	   ideas	  out	  of	  the	  results	  depending	  on	  the	  topic,	  and	  thus	  create	  an	  overall	  sense,	  that	  will	  lead	  to	  our	  conclusions.	  As	  mentioned	  we	  also	  need	  the	  theory	  of	  Convergence	  Culture	  in	  the	  Creative	  Industries	  to	  reflect	  on	  Game’s	  social	  media	  communication.	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Analysis	  This	  chapter	  deals	  with	  the	  analysis	  of	  the	  focus	  group	  interview,	  which	  was	  conducted	  in	   order	   to	   gain	   insight	   to	   how	   the	   target	   audience	   perceive	   the	   promotion	   video	   for	  Game.	   The	   participants	   were	   selected	   solely	   by	   the	   requirement	   of	   being	   in	   the	   age	  group	  of	  15-­‐25,	  and	  we	  sought	  to	  have	  both	  male	  and	  female	  participants	  in	  order	  to	  get	  response	   from	   varied	   genders,	   which	   might	   influence	   the	   perception.	   The	   analysis	  focuses	  on	  what	  was	  discussed	  by	  the	  participants	  in	  relation	  to	  the	  theories	  introduced	  in	   the	  previous	   chapter.	   It	  begins	  with	  a	   short	   introduction	   to	   the	  participants,	   and	   is	  afterwards	  divided	   into,	   the	  previously	  mentioned,	   three	   themes:	  Perception	  of	  Game	  through	  the	  video,	  Motivational	  effect	  of	  the	  video,	  and	  Social	  media	  engagement.	  	  
Introducing	  the	  participants	  
Participant	  1	  is	  female	  and,	  at	  the	  time	  of	  the	  interview,	  22	  years	  of	  age.	  She	  is	  finishing	  her	  bachelor’s	  degree	  at	  Copenhagen	  Business	   School.	  Before	  watching	   the	  video,	   she	  had	   only	   heard	   little	   about	   Game	   -­‐	  mainly	   the	   name	   of	   the	   organization,	   and	   not	   the	  work	  they	  do.	  She	  is	  of	  Middle	  Eastern	  ethnicity,	  with	  her	  parents	  being	  from	  Iraq	  but	  she,	  herself,	  was	  born	  and	  raised	  in	  Copenhagen.	  
Participant	  2,	  female	  and,	  at	  the	  time	  of	  the	  interview,	  23	  years	  of	  age.	  She	  goes	  to	  Copenhagen	  Business	  School,	  where	  she	   is	   finishing	   the	   last	  semester	  of	  her	  bachelor.	  Up	  until	   the	  time	  of	  the	   interview,	  Participant	  2	  did	  not	  know	  Game	  nor	  had	  she	  even	  heard	  of	  the	  name	  or	  organization.	  She	  is	  of	  Danish	  ethnicity,	  being	  from	  Sønderjylland,	  born	  and	  raised,	  before	  moving	  to	  Copenhagen	  to	  start	  university	  a	  few	  years	  ago.	  
Participant	  3,	  male	   and,	   at	   the	   time	  of	   the	   interview,	   22	   years	   of	   age.	  He	   studies	   his	  bachelor	   in	  Multimedia	   at	  KEA	  Copenhagen	   School	   of	  Design	   and	  Technology.	  He	  has	  been	   engaged	   with	   Game	   since	   the	   organization	   started,	   he	   was	   then	   approximately	  nine	   years	   old.	   He	   has	   been	   using	   their	   facilities	   as	  well	   volunteering	   as	   a	   basketball	  trainer.	  He	  is	  of	  Somali	  ethnicity,	  but	  is	  raised	  in	  Copenhagen,	  Mjølnerparken	  -­‐	  which	  is	  one	  of	  Game’s	  zones,	  since	  it	  is	  known	  for	  being	  a	  socially	  exposed	  area.	  	  	  	  
Participant	  4,	  is	  male	  and,	  at	  the	  time	  of	  the	  interview,	  22	  years	  of	  age.	  Since	  childhood	  he	   has	   known	   about	   Game	   and	   participated	   in	   its	   activities.	   He	   is	   of	   Middle	   Eastern	  descent,	  but	  was	  raised	  in	  Copenhagen,	  Mjølnerparken.	  
Participant	   5,	   female	   and,	   at	   the	   time	   of	   the	   interview,	   21	   years	   of	   age.	   She	   is	   an	  apprentice	  chef	  with	  half	  a	  year	  left.	  Had	  no	  relation	  to	  Game,	  but	  heard	  a	  little	  about	  it	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through	   a	   friend.	   Her	   ethnicity	   is	   partly	   Danish,	   with	   African	   roots.	   She	   lives	   in	  Copenhagen,	  	  but	  was	  raised	  in	  Helsingør.	  	  
Perception	  of	  Game	  through	  the	  video	  When	   asked	   what	   relation	   the	   participants	   are	   motivated	   to	   have	   with	   Game	   when	  seeing	   the	   video,	   the	   response	   is	   that	   it	   appears	   to	   be	   an	   organization	   with	   a	   “cool	  
concept”	  of	  “including	  everyone”	  and	  a	  “common	  ground”	  for	  young	  people.	  This	  can	  be	  interpreted	   to	   infer	   that	   the	   video	   gives	   a	   positive	   message	   and	   relation.	   It	   can	   be	  coupled	   to	   the	   first	   two	   dimensions	   of	   Audience	   Reception	   Analysis,	   which	   are	  Motivation	  and	  Comprehension.	  	  When	  reading	  a	  text,	  or	  in	  this	  case,	  watching	  a	  video,	  the	   participants	   understand	   it	   in	   their	   own	   personal	   way,	   based	   on	   their	   individual	  habitus.	  However,	  based	  on	   their	  statements,	   the	  video	  seems	   to	  give	   the	  participants	  the	  same	  kinds	  of	  relation,	  here	  being	  overall	  positive	  remarks.	  Due	  to	  the	  positiveness	  that	  they	  relate	  to	  Game	  through	  the	  video,	  it	  would	  seem	  that	  it	  has	  generated	  a	  feeling	  of	  wanting	  to	  be,	  at	  least	  to	  some	  degree,	  part	  of	  the	  organization.	  Thus	  being	  motivated	  to	  get	  involved	  or	  help	  with	  activities	  from	  Game,	  which	  is	  the	  aim	  of	  the	  video.	  	  Applying	   the	   Discrimination	   dimension,	   an	   essential	   criticism	   the	   video	   gets	   is	   being	  solely	  about	  Street	  Mekka,	  which	   is	   the	  house	  and	  office	  of	  Game	  Copenhagen.	   	  When	  asked	   whether	   the	   video	   represents	   Game,	   the	   answer	   from	   those	   who	   knew	   Game	  beforehand	  is:	  Participant	  3:	  “One	  thing	  there	  should	  be	  in	  it,	  if	  it’s	  a	  promotion	  for	  Game	  –	  if	  it	  was	  for	  
Street	  Mekka	  where	   they	  actually	  work	  and	   that,	   then	   that’ll	   be	   fine	  –	  but	   if	   it’s	   for	   the	  
whole	   vision	   of	   Game,	   you	   should	   also	   take	   it	   out	   to	   the	   streets,	   where	   they	   have	   these	  
activities.	  (...)	  The	  thing	  is	  you	  get	  the	  feeling	  that	  Street	  Mekka	  is	  the	  only	  thing	  Game	  is,	  
but	  they	  also	  hold	  a	  lot	  of	  things	  around	  the	  blocks	  in	  Denmark.”	  Participant	  4:	  “Also	  other	  countries.”	  Participant	  3:	  “Oh	  yeah,	  in	  Lebanon,	  I	  forgot.	  There’s	  one	  more	  actually	  -­	  in	  Egypt,	  I	  think.”	  Furthermore,	   an	  agreed	   critique	   is	   that	   the	  video	   seems	  a	  bit	   staged;	   as	  Participant	  1	  points	   out:	   “It	   seems	   like	   you	   have	   to	   say	   something,	   like	   it	   doesn’t	   seem	   so	   natural	   or	  
sincere”.	  This	  fits	  to	  Discrimination	  as	  well,	  but	  can	  also	  be	  looked	  at	  simply	  as	  a	  critical	  evaluation	  of	  the	  product,	  thus	  fitting	  the	  dimension	  Evaluation.	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When	   looking	   at	   the	   angle	   of	   the	   video,	   it	   is	   discussed	   amongst	   the	  participants,	  who	  would	  be	  captured	  when	  watching	  it.	  It	  was	  originally	  made	  to	  capture	  the	  target	  group	  of	  Game’s	  volunteers,	  which	  is	  an	  age	  group	  of	  15-­‐25,	  thereby	  being	  a	  somewhat	  broad	  group.	   However,	   the	   participants	   agree	   that	   the	   video	   could	   work	   well	   if	   being	   a	  promotion	  video	  targeting	  a	  younger	  audience	  -­‐	  approximately	  age	  10+,	  as	  Participant	  5	  says:	  “When	  you’re	  a	  bit	  older	  you	  have	  your	  whole	  day	  planned	  out	  with	  school	  and	  work.	  
When	   you’re	   younger,	   you	   have	   school	   and	   then…	   free-­time.	   So	   maybe	   it’s	   more	   for	  
younger?”.	   But	   since	   the	   video	   is	   focused	   on	   targeting	   a	   slightly	   older	   audience,	  Participant	  1	  implies	  that	   it	  does	  not	  capture	  Game	  in	  a	  way	  that	  make	  it	  as	  attractive	  for	  children:	  “But	  I	  guess	  the	  video	  didn’t	  reflect	  on	  that.”	  This	  leads	  to	  a	  small	  discussion	  amongst	   the	   participants,	   before	   they	   come	   to	   the	   conclusion	   that	   they	   think,	   for	   the	  video	  to	  speak	  to	  a	  younger	  audience,	  it	  would	  need	  more	  focus	  on	  movement,	  fun,	  and	  social	  relations,	  which	  will	  be	  further	  discussed	  in	  the	  Discussion-­‐section.	  	  	  As	  far	  as	  the	  genre	  of	  the	  video	  go,	  the	  participants	  at	  first	  seem	  to	  be	  slightly	  confused	  as	  to	  what	  the	  purpose	  of	  the	  video	  is.	  This	  could	  indicate	  that	  their	  comprehension	  of	  the	  video	  is	  not	  clear,	  meaning	  the	  video	  can	  be	  difficult	  to	  fully	  understand.	  It	  leads	  to	  a	  discussion	  amongst	  the	  participants	  as	  to	  what	  kind	  of	  video	  they	  have	  seen:	  	  	  Participant	  2:	  “Kind	  of	  like	  a	  commercial.”	  Participant	  1:“Yeah,	  too	  much	  a	  commercial	  maybe.”	  However,	  they	  do	  quickly	  realize	  that	  their	  initial	  assumption	  is	  incorrect	  after	  all:	  Participant	  3:“If	  it’s	  in	  the	  category	  of	  commercial	  it	  shouldn’t	  be	  like	  that,	  right?”	  Participant	  1:	  “Well	  I	  don’t	  know.	  I	  don’t	  know	  if	   it	  has	  to	  be	  perceived	  as	  a	  commercial,	  
maybe	   it	   has	   something	   else”.	   Despite	   the	   confusion	   they	   are	   quick	   to	   realize	   that	   the	  concept	   of	   a	   commercial,	   does	   not	   fit	   with	   what	   the	   video	   shows,	   thereby	   leading	  Participant	  2	  to	  another	  solution:	  “It’s	  more	  like	  a	  promotion”.	  As	  it	  is	  revealed	  that	  the	  video	   is	   intended	   to	  be	  promotional	   some	   things	  become	  clear	   for	   those	  who	  were	   in	  doubt,	  with	  Participant	  1	  saying:	  ”Okay,	  that’s	  it	  -­	  a	  promotion	  video,	  not	  a	  commercial.”	  They	  see	  the	  message	  and	  understand	  the	  way	  the	  video	  is	  built	  up.	  This	  is	  a	  factor	  in	  Comprehension,	  which	  could	   indicate	   that	  although	  the	  concept	  of	   the	  video	   is	  mostly	  clear,	  it	  is	  difficult	  to	  differentiate	  between	  a	  commercial	  and	  a	  promotional	  video.	  This	  can	  be	  seen	  in	  Participants	  5’s	  statement:	  “That’s	  why	  I	  think	  the	  younger	  people	  will	  
find	   it	  more	   interesting,	   cause	  we	  might	   think	   it’s	  more	  of	  a	   commercial,	   but	   if	   younger	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people	  see	  it,	  they’ll	  find	  it	  more	  catching”.	  This	  implies	  that	  the	  video,	  to	  be	  understood	  in	  the	  best	  possible	  way,	  needs	  to	  be	  more	  sharp	  and	  clear	  in	  its	  perception	  as	  well	  as	  in	  the	  age	  of	  the	  targeted	  audience.	  	  	  Another	  factor	  in	  Comprehension	  is	  when	  the	  participants	  are	  asked	  if	  more	  practical	  information	  would	  be	  necessary	  in	  the	  video,	  which	  again	  leads	  to	  mixed	  thoughts.	  First,	  those	  who	  do	  not	  know	  Game	  say	  that	  information	  about	  the	  prices	  of	  participating	  in	  Game	  would	  be	  nice	  to	  have	  included.	  After	  a	  short	  discussion	  though,	  the	  participants	  come	  to	  the	  conclusion	  that	  it	  is	  actually	  better	  that	  prices	  are	  left	  out.	  As	  Participant	  1	  says:	  “It	  would	  maybe	  seem	  as	   if	   they	  are	  trying	  to	  sell	  something	  if	  they	  put:	   ‘Here	   it	   is,	  
and	  this	  is	  what	  it	  costs’,	  that	  type	  of	  	  information.	  It	  would	  be	  too	  much	  of	  a	  commercial…	  
And	  this	  is	  more	  a	  promotion.”	  The	  others	  agree	  that	  an	  organization	  like	  Game	  should	  in	  general	  avoid	  prices	   in	   their	  promotion.	  As	  stated	  by	  Participant	  3,	  being	  a	  non-­‐profit	  organization,	  Game	  is	  not	  trying	  to	  sell	  their	  concept,	  but	  to	  share	  it:	  “It	  doesn’t	  focus	  on	  
the	  money,	  but	  more	  on	  what	  they	  (the	  participants	  of	  Game)	  actually	  feel.”	  This	  again	  has	  to	   do	   with	   how	   the	   audience	   understands	   the	   video	   and	   its	   message,	   but	   also	  Implementation	  of	  the	  choice	  of	  genre	  to	  execute	  the	  video.	  	  	  	  One	   particularly	   interesting	   thing	   about	   the	   feedback	   from	   our	   participants	   is	   the	  outcome	  of	   the	  video	   regarding	   the	  perception	  of	  Game	  and	  how	  differently	   it	   can	  be	  comprehended.	   For	   those	   who	   did	   not	   know	   about	   Game	   before,	   they	   say	   the	   video	  looked	  fun	  and	  interesting	  and	  that	  Game	  was	  something	  they	  would	  like	  to	  participate	  in.	  However,	  for	  the	  participants,	  who	  do	  know	  Game	  and	  are	  already	  part	  of	  it,	  they	  did	  not	   feel	   like	   Game	   was	   rightfully	   represented	   in	   the	   video.	   This	   can	   be	   seen	   in	   the	  statement	  by	  Participant	  4:	   “The	  video	   is	  a	   little	  dry.	  Cause	   I	  know	  Game,	  and	   I’ve	  been	  
part	  of	   it	   for	  a	   long	   time,	  and	  Game	   is	  a	   lot	  bigger	   than	   the	  video	   shows.	   I	  know	  all	   the	  
people	   who	   sees	   Game,	   and	   experience	   Game,	   are	   gonna	   love	   it.”	   This	   shows	   that	  Comprehension,	   in	   this	   case,	   differentiates	   based	   on	   previous	   experience	   and	  knowledge.	  The	  participants	  who	  did	  not	  know	  Game	  were	  more	  easily	  attracted	  to	  the	  concept	  due	  to	  the	  way	  the	  activities	  were	  represented,	  whereas	  those	  who	  know	  Game	  were	  not	  satisfied	  with	  how	  Game	  was	  shown	  in	  the	  video,	  and	  believed	  it	  to	  be	  missing	  essential	  factors.	  This	  difference	  will	  be	  dealt	  with	  more	  in	  the	  Discussion.	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Motivational	  effect	  of	  the	  video	  Something	  all	  participants	  can	  agree	  on	  is	  the	  idea	  of	  using	  sports	  as	  a	  common	  ground	  for	  the	  youth	  to	  be	  interesting	  and	  a	  way	  of	  also	  including	  those	  who	  do	  not	  drink.	  This	  means	  the	  younger	  can	  be	  part	  of	  it,	  the	  muslims	  can	  be	  part	  of	  it,	  and	  in	  general	  as	  the	  participants	  points	  out	   it	   is	   a	  healthy	  way	  of	   socializing.	  As	  participant	  1	   says:	   “To	  do	  
sports	   is,	   I	  guess,	  good	  for	  everyone,	  so	  it’s	  a	  really	  good	  concept”.	  Since	  both	  those	  who	  knew	  of	  Game	  and	  those	  who	  did	  not	  can	  all	  agree	  on	  this,	  it	  seems	  that	  the	  video	  does	  successfully	  communicate	  Game’s	  concept	  and	  values.	  Based	  on	  the	  earlier	  critique	  the	  video	  at	   least	  represents	  Street	  Mekka	   in	  a	  way	  that	  creates	  positive	  attitude	  towards	  the	   organization.	   Thus	   the	   dimension	   Position	   comes	   into	   play	   and	   we	   find	   that	   the	  participants	   are	   accepting	   towards	   the	   organization	   and	   the	   concept	   that	   the	   video	  shows.	  	  The	   participants	   (who	   did	   not	   know	   Game)	   are	   asked	   whether	   or	   not	   the	   video	   has	  sparked	  any	  interest	  in	  getting	  involved	  with	  Game	  in	  any	  way.	  For	  this,	  Participants	  1	  and	  2	  agree:	  “Yes.	  I	  like	  the	  way	  they	  treat	  it.	  I	  would	  try	  the	  dancing.”	  When	  asked	  why,	  they	   agree	   on	   the	   vibe	   and	   feeling	   that	   the	   video	   gives,	  which	   corresponds	  with	   how	  Game	  is	  as	  an	  organization,	  with	  Participant	  1	  saying:	  “It’s	  kind	  of	  hard	  to	  say	  why,	  but	  
because	  it	  seems	  so	  relaxed.	  You	  don’t	  have	  to	  be	  pro	  when	  you	  come	  in.	  No	  one	  looks	  at	  
you	  and	  judges	  you.	  I	  guess	  I	  kinda	  get	  the	  feeling	  that	  it’s	  open	  and	  no	  one	  judges	  you	  or	  
anything.”	  This	  can	  be	  interpreted	  as	  the	  dimension	  Motivation,	  as	  the	  video	  sparks	  an	  interest	  amongst	  the	  participants	  and	  a	  motivational	  factor	  to	  get	  involved.	  The	  interest	  seems	  to	  be	  in	  two	  angles;	  they	  are	  not	  only	  motivated	  to	  get	  involved	  in	  the	  sports	  and	  play	  sports,	  but	  also	   to	  become	  part	  of	   the	  community,	   in	  some	  cases	  even	  curious	   to	  become	  volunteers.	  This	  can	  be	  related	  to	  the	  dimension	  Implementation,	  as	  the	  video	  actually	   effect	   the	   audience	   enough	   to	   at	   least	  wish	   to	   take	   action	   by	   participating	   in	  Game.	  Thus	  the	  video	  is	  partly	  successful	  in	  the	  representation	  of	  Game,	  but	  still	  focuses	  more	  on	  the	  angle	  of	  sport	  than	  volunteer	  work.	  	  A	  factor	  in	  Discrimination	  that	  becomes	  clear	  after	  watching	  the	  video	  is	  that	  it	  is	  not	  memorable	  enough,	   as	   stated	  by	  Participant	  2:	   “It	  has	  been	   seen	  before”.	  Participant	  1	  agrees,	  because	  although	  the	  majority	  of	  the	  participants	  say	  they	  felt	  motivated	  to	  get	  involved	  with	  Game,	  they	  all	  agree	  that	  it	  is	  not	  the	  most	  eye-­‐catching	  video,	  as	  she	  says:	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“It’s	   not	   something	   unique,	   it’s	   not	   something	   completely	   differentiated	   from	   everything	  
else.	  So	  I	  think	  you	  should	  consider	  that	  the	  audience	  has	  some	  kind	  of	  knowledge.”	  This	  suggests	  that	  when	  watching	  the	  video	  in	  a	  setting	  where	  they	  focus	  on	  the	  video	  alone,	  they	  find	  it	  very	  appealing.	  However,	  was	  the	  video	  shown	  during	  daytime	  television	  or	  popped	  up	  on	  the	  Facebook	  newsfeed,	  it	  is	  indicated	  that	  it	  would	  not	  have	  caught	  the	  attention	   of	   the	   audience	   to	   the	   same	   extent.	   Certainly	   not	   to	   the	   extent	   they	   feel	  motivated	  enough	   to	   join	  Game,	   since	   the	  video	   is	   too	  ordinary	   if	   shown	   in	  a	   channel	  with	  other	  commercials	  and	  promos.	  Another	  thing	  is	  the	  way	  the	  different	  sport	  genres	  are	  represented	  in	  the	  video,	  which	  is	  pointed	  out	  by	  Participant	  4:	   “I	  think	  the	  people	  
that	   are	   interested	   in	   sports,	   like	   basketball	   and	   dancing,	   they	   would	   be	   interested	   in	  
Game,	  but	  the	  people	  that	   is	  not	   interested	   in	  any	  of	  these	  things,	   I	  don’t	   think	  the	  video	  
catches	   them,	   and	   it’s	   supposed	   to	   catch	   them,	   right?”	   This	   is	   an	   indicator	  of	   the	  video	  being,	   not	   only	   not	   representative	   enough	   of	   the	   sports,	   but	   also	   not	   showing	   the	  community	  feel	  and	  socializing	  to	  the	  extent	  it	  should.	  Although	   the	  sports	   shown	   in	   the	  video	  were	  appealing	  and	  motivating,	   the	   feeling	  of	  belonging	  to	  a	  community	  seems	  to	  be	  more	  important.	  	  One	  thing	  the	  participants	  do	  agree	  on	  though,	  is	  how	  to	  make	  the	  video	  more	  attractive	  and	  motivational.	  As	  previously	  mentioned	  it	  is	  suggested	  that	  we	  consider	  the	  audience	  to	  have	  a	  certain	  knowledge	  of	  Game,	  since	  they	  feel	  like	  the	  informations	  in	  the	  video	  are	  excessive,	  as	  expressed	  by	  Participant	  3:	  “I	  think	  mostly	  the	  heavily	  part	  where	  they	  
talk	   about	   game.”	   This	   indicates	   that	   the	   concept	   of	   Game	   is	   not	   important	   to	   give	  information	  about	  in	  the	  video,	  being	  well	  known	  or	  easy	  to	  envisage,	  as	  Participant	  3	  continues:	  “If	  you	  want	   to	  do	  a	  promotion	  video,	  all	   the	   facts	  about	  Game	  and	  stuff	   like	  
that,	  I	  would	  just	  scramble	  it.”	  With	  Participant	  1	  agreeing:	  “Yeah,	  it’s	  a	  little	  bit	  forced.”	  For	   the	   video	   to	   not	   only	   catch	   the	   attention	   of	   viewers	   but	   also	   give	   them	   the	  motivation	  to	  participate,	   the	   focus	  should	  be	  solely	  on	  the	  sports,	  showing	  the	   fun	   in	  playing	  and	  participating	  and	  being	  social.	  Alternatively	   it	  should	  include	  the	  different	  angle	  of	  Game	  as	  a	  non-­‐profit	  community.	  Throughout	  the	  interview	  it	  became	  clear	  that	  being	   in	   the	   start	   of	   your	   20’s	   what	   would	   motivate	   these	   people	   is	   more	   focus	   on	  participating	  as	  a	  volunteer.	  This	  different	  kind	  of	  angle	  to	  the	  video,	  we	  will	  get	  further	  into	  in	  the	  discussion.	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Social	  media	  engagement	  The	  participants	  of	  the	  focus	  group	  are	  asked	  where	  they	  would	  find	  it	  relevant	  to	  see	  a	  video	   like	   this,	   and	  here	   the	   social	  media	   comes	  up	   right	   away,	   as	  Participant	  1	   says:	  
“The	   social	  media	   is	   the	  way	   to	   go!	   Everybody	   checks	   it,	   and	   you	   don’t	   even	   need	   to	   sit	  
down	  to	  see	  it	  cause	  you	  can	  check	  it	  on	  your	  phone.”	  Here	  it	  is	  interesting	  that	  the	  word	  in	  use	  is	  ‘everybody’,	  since	  what	  is	  probably	  meant	  is	  all	  young	  people.	  The	  youth	  is	  the	  target	   audience	   of	   Game	   as	   well	   as	   the	   promotion	   video,	   thus	   it	   is	   indeed	   relevant	  feedback	  for	  the	  project,	  with	  Participant	  3	  adding:	  “I	  would	  also	  say	  snapchat	  would	  be	  a	  
really	  good	  idea,	  because	  everybody	  uses	  it.”	  Snapchat	  is	  one	  of	  recent	  social	  media	  platforms	  to	  gain	  success,	  and	  a	  suggestion	  like	  this	   implies	  the	   importance	  of	  being	  up	  to	  date	  with	  the	  fast	  evolution	  of	  social	  media	  popularity.	  	  Along	  with	  Snapchat	  -­‐	  Youtube,	  Facebook,	  Twitter,	  and	  Instagram	  are	  some	  of	  the	  most	  common	  social	  media	  platforms	  amongst	  the	  youth	  in	  Denmark.	  Especially	  on	   Instagram	   and	   Facebook	   the	   use	   of	   hashtags	   has	   become	   popular,	   and	   one	   of	   the	  participants	  suggests	  to	  create	  a	  hashtag	  as	  part	  of	  the	  promotion	  plan.	  Game’s	  already	  established	  hashtag	  is	  also	  included	  in	  the	  video,	  though	  not	  all	  participants	  of	  the	  focus	  group	  notice	  it.	  Increased	  transparency	  means	  intentionally	  giving	  the	  consumer	  more	  control;	  hashtag	  being	  a	  good	  example	  of	  a	  way	  to	  allow	  the	  consumers,	  and	  in	  this	  case	  Game’s	   participants,	  more	   control.	   Creating	   and	   urging	   people	   to	   spread	   the	   hashtag	  #weloveasphalt	   is	   a	   way	   of	   making	   an	   open	   media,	   as	   it	   allows	   the	   consumers	   to	  participate	  in	  sharing	  what	  the	  hashtag	  -­‐	  and	  thus	  the	  organisation	  -­‐	  stands	  for.	  This	  fits	  to	   the	   theory	   of	   Deuze,	   which	   says	   that	   the	   product	   is	   created	   collaboratively	   from	  interactions	   between	   producers,	   here	   being	   Game’s	   communication	   department,	   and	  consumers,	   being	   the	   young	   participants	   of	   Game,	   as	  well	   as	  within	   consumer	   online	  communities.	  However,	   for	  Game,	   the	  way	   they	  use	   their	  online	  community	   is	  slightly	  limited	  in	  their	  communication,	  which	  will	  be	  addressed	  further	  in	  the	  Discussion.	  	  	  The	  participants	  also	  suggest	   that	   the	  video	  can	  be	  shown	   in	   the	  movie	   theatres	  or	   in	  television.	   Game	   has	   previously	   been	   promoted	   through	   the	   television	   channel	   MTV,	  which	   is	   a	   very	   well	   known	   music	   channel,	   also	   showing	   many	   different	   reality	  programs	  all	  targeted	  towards	  a	  young	  audience.	  With	  Participant	  5	  stating:	  “It	  is	  a	  good	  
point	  to	  start	  with	  the	  younger	  audience,”	  and	  the	  other	  participants	  agreeing,	  thus	  youth	  oriented	   television	   channels	   is	   a	   good	   supplement	   to	   social	   media,	   which	   is	   overall	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confirmed	   to	   be	   the	   most	   effective	   promotion	   source.	   In	   the	   theory	   of	   Convergence	  Culture	  in	  the	  Creative	  Industries,	  Deuze	  writes	  about	  the	  co-­‐constituent	  trend,	  which	  is	  about	   collaboration	  between	   the	   producer	   and	   the	   consumer.	   The	  participants	   of	   our	  focus	  group	  are	  all	  in	  their	  20’s	  and	  have	  experienced	  the	  concept	  of	  the	  Internet	  being	  different	  when	  it	  was	  just	  formed.	  The	  even	  younger	  generation	  though,	  only	  knows	  the	  Internet	  and	  social	  media	  as	   it	   is	  nowadays,	  being	  co-­‐creating	  and	   thus	  co-­‐depending.	  This	  means	  the	  younger	  generation	  has	  an	  even	  bigger	  presumption	  for	  promotion	  to	  be	  co-­‐constituted	  and	  include	  them	  in	  order	  to	  motivate	  them.	  	  When	  the	  participants	  are	  asked	  if	  they	  think	  Game	  needs	  a	  stronger	  online	  community	  to	  spread	   the	  word	  about	   the	  organization,	   the	  responses	  are	  mixed.	  The	  participants	  who	   did	   not	   know	   about	   Game	   feel	   that	   the	   organization	   could	   benefit	   from	   more	  “online	  attention”,	  in	  order	  to	  gain	  more	  public	  attention.	  This	  means	  for	  example	  their	  video(s)	  should	  have	  something	  special	  that	  can	  make	  it	  go	  viral	  and	  get	  people	  to	  talk.	  This	   is	   emphasized	  by	  Participant	  1,	  when	  saying:	   “In	   the	   starting	  phase	  and	  maybe	   if	  
they	  have	  unique	  element	   that	  make	  people	  say	   ‘Oh	  have	  you	  seen	  this?’	  being	  surprised	  
and	  make	  them	  spread	  the	  message.”	  They	   feel	   that	   in	   the	  beginning	  Game	  might	  need	  people	   from	   the	   organization,	   as	   well	   as	   their	   participants,	   to	   make	   sure	   the	  organization	   is	   seen	   and	   heard	   of.	   However,	   this	   is	   not	   the	   case	   for	   those	  who	   know	  Game	  and	  how	  they	  work.	  The	  participants	  who	  are	  involved	  with	  Game	  know	  that	  they	  work	  differently	  and	  as	  Participant	  3	  says,	  	  they	  have	  a	  strong	  community	  “offline”	  with	  the	  messages	   spreading	  word	   of	  mouth:	   “...	   they	   don’t	   need	   the	   community,	   because	   I	  
know	  their	  methods	  and	  how	  they	  approach	  things.	  They	  do	  it	  by	  starting	  with	  one	  block	  
at	  a	   time,	  and	   then	   they	   start	   to	   increase	  and	   increase,	   it’s	   like	   they	  make	   them	  work	   it	  
out.”	  As	  Participant	  3	  continues,	  this	  means	  that	  the	  strategy	  of	  Game	  works	  very	  well	  outside	  of	  social	  media:	  “So	  every	  single	  kid,	  they	  don’t	  have	  to	  go	  on	  the	  Internet	  to	  know	  
when	  Game	  is	  going	  to	  come	  back	  again.	  It	  is	  about	  people	  talking	  to	  people.	  They	  use	  the	  
people	  with	  responsibilities	   like	  coaches,	  and	  staff	   like	  that,	  to	  spread	  the	  message	  of	  the	  
prices	   or	   the	   tournament	   dates.	   And	   that	   is	   why	   Game	   became	   so	   popular,	   because	  
everybody	  was	   concentrated	  on	   their	   own	  blocks.”	  However,	   it	   is	   also	  an	   indicator	   to	   a	  weaker	  online	   community,	   and	   in	  order	   for	   them	   to	   captivate	   the	  audience	  online	  via	  social	  media,	  they	  must	  develop	  more	  eye-­‐catching	  tactics.	  The	  word	  of	  mouth	  strategy	  does	  not	  work	  as	  well	  when	  it	  comes	  to	  social	  media,	  since	  the	  Internet	  and	  social	  media	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is	  a	  constant	  flow	  of	  information	  -­‐	  each	  trying	  to	  captivate	  you.	  In	  both	  cases	  the	  theory	  of	  participatory	  media	  production	  and	  individualized	  media	  consumption	  can	  be	  seen	  as	  fitting.	  In	  order	  for	  the	  word	  of	  mouth	  to	  be	  stronger	  online,	   it	  would	  seem	  that	  Game	  needs	  to	  increase	  the	  word	  of	  mouth	  promotion	  in	  the	  virtual	  world.	  Hereby,	  including	  their	  online	  community	  more	  as	   it,	  at	  current	  state,	   is	  mainly	  used	  as	  a	  way	  to	   inform	  about	  the	  activities	  of	  Game	  for	  the	  people	  already	  involved	   in	  the	  organization.	  Not	  as	  much	   effort	   is	   put	   into	   attracting	   new	   audience	   online	   as	   their	   focus	   on	   reaching	  participant	  happens	  offline.	  	  
Discussion	  In	  the	  following	  section	  we	  will	  use	  the	  data	  from	  our	  analysis	  to	  discuss	  which	  factors	  that	  changes	  the	  audience’s	  perception	  of	  Game,	  and	  cogitate	  on	  Game’s	  communication	  methods.	   Furthermore,	   we	   will	   reflect	   upon	   the	   different	   angles	   of	   the	   video,	   those	  approached	  as	  well	  as	  with	  those	  that	  could	  have	  been	  approached.	  All	  mentioned	  will	  include	  the	  analysis	  limitations,	  and	  possible	  improvements	  of	  the	  video	  built	  on	  what	  we	   have	   learned	   from	   the	   analysis.	   Lastly,	   we	   will	   consider	   which	   topics	   could	   be	  relevant	  for	  future	  studies	  of	  this	  kind.	  	  Since	  the	  main	  concern	  of	  our	  study	  is	  the	  audience’s	  perception	  of	  the	  video,	  we	  looked	  for	  the	  main	  factors	  that	  influence	  their	  perception.	  Here	  we	  learned	  that	  one	  essential	  factor	   is	   the	  background	  knowledge.	  Though	  having	  slightly	  different	  background,	   the	  participants	  are	  all	  in	  the	  same	  age	  group,	  having	  somewhat	  same	  level	  of	  education,	  as	  they	  are	  studying	  or	  having	  finished	  their	  studies.	  In	  accordance	  to	  Schrøder’s	  Audience	  Reception	  Analysis	  theory	  this	  means	  that	  they	  perceive	  the	  video	  quite	  similar,	  which	  comes	   to	  show	  when	  they	  all	  agree	  on	   for	  example	   the	  angle	  or	   the	   target	  group.	  The	  perception	   is	   still	   varying	   though,	   depending	   on	  whether	   the	   audience	   already	   know	  Game	  or	  not.	  Those	  who	  did	  not	  know	  Game	  seemed	  to	  be	  more	  excited,	  not	  just	  of	  the	  video	   itself,	  but	   for	  what	   it	   represented,	  being	  Game.	  The	  people	  who	  did	  know	  Game	  though,	  expressed	  that	  they	  felt	  it	  lacking	  essential	  parts	  of	  the	  organization’s	  concept.	  This	   can	   also	   be	   related	   to	   two	   of	   the	   six	   dimensions	   of	   media	   reception	   from	   the	  Audience	  Reception	  theory.	  Comprehension	  is	  relevant	  as	  it	   indicates	  that	  the	  habitus,	  or	   the	   background	   of	   the	   individual,	   explains	   how	   people	   perceive	   the	   exact	   same	  product	  differently.	  Position	   is	  also	  caused	  by	   the	  background	  as	   it	   is	   the	  pre-­‐existing	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attitude	   towards	   the	  product	   or	   subject	   of	   the	  product.	   Those	   already	  knowing	  Game	  has	   a	   established	  position	   towards	   it,	  which	  has	   to	   be	   taken	   into	   consideration	  when	  doing	  a	  promotional	  video,	  as	  their	  comprehension	  will	  include	  certain	  expectations	  to	  the	  representation	  of	  Game	  in	  the	  video.	  Another	  crucial	  factor	  in	  order	  to	  understand	  the	  audience’s	  perception	  is,	  according	  to	  the	  results	  of	  our	  analysis,	  the	  media	  used	  to	  share	  the	  video.	  It	  has	  been	  seen	  that	  the	  way	  they	  receive	  the	  message	  can	  lose	  power,	  if	  the	  medium	  does	  not	  help	  with	  focusing	  the	  attention	   to	   the	  video.	  A	  disadvantage	  of	  using	   social	  media	   to	   share	   the	  video,	   is	  that	  it	  might	  be	  blending	  in	  with	  the	  rest	  and	  not	  come	  of	  as	  strong	  as	  hoped	  for.	  Though	  it	   is	   an	   advantage	   that	   it	   is	   easy	   to	   access,	   the	   social	  media	   is	   already	   full	   of	   similar	  content,	  which	  makes	  it	  harder	  for	  the	  video	  to	  stand	  out	  as	  memorable.	  Taking	  this	  into	  consideration,	   we	   can	   see	   that	   it	   seriously	   affects	   the	   attitude	   of	   the	   Discrimination	  dimension	   that	   the	   audience	   has	   towards	   the	   video.	   Automatically	   this	   involves	   their	  Evaluation	   and	   Comprehension	   of	   the	   video,	   like	   in	   the	   case	   of	   the	   audience’s	  background	   knowledge.	   This	   fact	   may	   be	   caused	   by	   Game’s	   lack	   of	   concern	   towards	  their	   social	  media	   profiles	   empowerment,	   since	   they	   use	   a	   classical	   offline	   system	   to	  communicate	   with	   their	   audience.	   It	   may	   have	   been	   working	   well	   so	   far,	   but	   as	  communication	   is	   becoming	   increasingly	  more	   online	   nowadays,	   Game	  might	   have	   to	  take	  the	  modern	  evolution	  	  of	  communication	  into	  account.	  	  	  Game’s	   online	   activity	   is	   fluid	   and	   constant,	   but	   not	   indispensable.	   They	   are	   more	  focused	   on	   the	   offline	   social	   community	   that	   uses	   the	   word	   of	   mouth	   strategy	   to	  communicate	   essential	   information.	   Game’s	   activities	   not	   only	   takes	   place	   at	   Street	  Mekka	  but	  also	  at	  the	  blocks	  in	  socially	  exposed	  areas,	  thus	  all	  the	  information	  related	  flows	  within	   the	  subgroups	   from	  the	   trainers	  and	  playmakers	   to	   their	  attendees.	  This	  kind	   of	   system	  may	   be	   cheaper,	   and	   a	   way	   of	   staying	   socially	   connected,	   but	   it	   also	  makes	  it	  harder	  to	  spread	  the	  concept	  of	  Game	  and	  welcome	  new	  members	  that	  might	  not	  have	  heard	  about	  it,	  as	  they	  do	  not	  live	  in	  	  these	  particular	  areas.	  We	  have	  seen	  in	  the	  analysis	  that	  though	  they	  are	  using	  their	  strong	  social	  community,	  by	  using	  the	  word	  of	   mouth	   strategy	   Game	   might	   be	   wasting	   an	   opportunity	   of	   empowering	   their	  audience.	  An	  online	   community	  using	   the	   social	  media	   allows	   the	   audience	   control	   in	  the	  social	  process	  by	  letting	  them	  share	  experiences,	  pictures,	  and	  information	  outside	  of	  the	  word	  of	  mouth	  chain.	  By	  allowing	  the	  audience	  to	  have	  more	  power	  and	  control,	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the	   social	   community	   becomes	   more	   co-­‐collaborative.	   Game’s	   online	   profile	   and	  community	   will	   not	   only	   be	   created	   by	   the	   producers	   at	   Game,	   but	   also	   by	   the	  participants	   or	   consumers,	   which	   makes	   the	   co-­‐dependent	   relation	   explained	   in	   the	  Convergence	  Culture	   theory.	   Finally,	   if	  we	   compare	   the	   video	   and	   the	   organization,	   it	  seems	   that	   the	   organization’s	   intention	   differs	   from	   the	   video’s,	   due	   to	   the	   video	  supposing	   to	   promote	   their	   activities	   in	   order	   to	   attract	   more	   members,	   while	   the	  organization	   itself	   -­‐	   despite	   being	   all	   about	   including	   people	   -­‐	   keeps	   a	   half	   closed	  attitude,	  that	  makes	  it	  hard	  to	  get	  integrated	  in.	  	  When	  making	  the	  promotion	  video,	  our	  original	  plan	  was	  to	  focus	  on	  the	  volunteers,	  in	  particular	   their	   so	   called	   ‘playmakers’.	   We	   wanted	   our	   audience	   to	   be	   potential	  volunteers	  for	  Game,	  and	  therefore	  our	  target	  group	  became	  age	  15-­‐25,	  as	  Game	  have	  put	   this	   as	   the	   age	   restriction	   for	   playmakers	   (gamedenmark.org).	   However,	   after	  finding	   out	   that	  we	  were	  not	   able	   to	   take	   on	   the	   volunteer	   aspect,	   due	   to	   the	   limited	  timeline,	  we	  decided	  to	  switch	  focus	  and	  take	  on	  the	  angle	  of	  promoting	  Game	  itself	  and	  their	   cause.	   Yet,	   after	   going	   through	  our	   interview	  and	   the	   analysis,	  we	  have	   realized	  that	   the	   target	   group	   chosen	   is	   not	   without	   complications	   and	   has	   resulted	   in	  considerations	  of	  a	  slightly	  different	  target	  group	  depending	  on	  which	  angle	  the	  video	  should	  have	  taken.	  	  	  The	  target	  group	  15-­‐25	  is	  arguably	  too	  broad	  when	  making	  a	  promotional	  video	  aiming	  at	   showing	   the	  organization	   itself.	   Instead	  of	   showing	  clips	  of	   the	  many	  activities	  and	  having	   informational	  clips,	   it	  was	  suggested	  that	  we,	   in	  order	  to	  catch	  the	  attention	  of	  the	  people	  who	  might	  be	  interested	  in	  participating	  in	  the	  activities,	  lowered	  the	  target	  audience	  to	  the	  age	  10-­‐15,	  perhaps	  even	  lower.	  Here	  the	  focus	  would	  solely	  be	  on	  the	  joy	  of	  doing	  physical	  activities	  with	  friends,	  and	  showing	  how	  Game	  is	  an	  open,	  fun,	  and	  relaxed	   community,	   where	   anyone	   can	   enjoy	   sports.	   In	   accordance	   to	   the	   different	  dimensions	  in	  the	  model	  of	  Schrøders	  Audience	  Reception	  Analysis,	  the	  way	  a	  video	  is	  viewed	  is	  a	  major	  factor	   in	   it	  being	  successful.	  For	  a	  video	  to	  catch	  the	  attention	  of	  an	  audience,	   it	  must	  be	  appealing,	   in	  the	  way	  that	  it	  should	  be	  able	  to	  speak	  to	  the	  target	  group.	   This	   fits	   with	   the	   dimension	   of	   Comprehension.	   If	   the	   audience	   does	   not	  understand	  a	  video	  the	  right	  way,	  the	  perception	  of	  the	  video	  will	  be	  accordingly.	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In	  order	  to	  maintain	  the	  attraction	  of	  the	  targeted	  audience	  it	  is	  important	  to	  keep	  the	  energy	  of	  the	  video	  at	  a	  level	  that	  is	  constant	  and	  interesting.	  In	  addition	  to	  being	  catchy,	  it	   can	   inspire	   the	   viewer	   to	   want	   to	   engage	   in	   the	   product,	   which	   corresponds	   to	  Motivation	   in	   the	   model.	   By	   focusing	   on	   the	   activities	   and	   the	   community,	   it	   will	  simultaneously	   eliminate	   the	   informational	   part,	   as	   this	   interrupts	   the	   video,	   and	  distracts	   from	   the	   intend	   of	   keeping	   the	   video	   dynamic,	   catching,	   and	   attractive.	   This	  can	  be	  a	  factor	  in	  determining	  how	  the	  Implementation	  will	  be.	  	  Since	  we	   chose	   to	  make	  Game’s	   target	   group	  of	   volunteers	   the	   target	   audience	  of	   the	  promotional	   video,	   this	   is	   a	   fact	   that	   we	   as	   producer	   could	   have	   gotten	   something	  different	  out	  of.	  As	  suggested	  in	  the	  focus	  group,	  which	  involved	  this	  particularly	  older	  age	  group	  of	  21-­‐23,	   the	   focus	  of	   the	  video	  could	  have	  been	  more	  on	  Game	  as	  a	   social	  community	   and	   non-­‐profit	   organization.	   This	   means	   showing	   more	   of	   what	   Game	  actually	  does	  for	  the	  children	  in	  the	  exposed	  areas	  in	  Denmark	  -­‐	  how	  the	  organization	  helps	  and	  how	  the	  volunteers	  help.	  This	  different	  angle,	  showing	  less	  sport	  activities	  but	  more	  volunteer	  work,	   could	  be	  a	  different	  way	   to	   represent	  Game.	  A	  version	   like	   this	  could	  be	  done	  by	  going	  out	  to	  the	  blocks	  and	  talk	  to	  those	  doing	  the	  volunteer	  work,	  let	  them	  share	  what	   they	  get	  out	  of	   it,	  and	  all	   together	  play	  more	  on	   the	  emotions	  of	   the	  audience.	  Perhaps	  this	  would	  be	  a	  more	  effective	  way.	  The	  more	  emotional	  advertising	  is	  often	  coming	  along	  as	  more	  memorable	  as	   it	  demands	  attention	  and	  becomes	  more	  appealing	   for	   the	   audience	   (Mai	   2009,	   57-­‐58).	   Fitting	   with	   the	   dimension	   of	  Implementation,	  it	  can	  mean	  a	  better	  way	  of	  captivating	  the	  audience,	  thus	  making	  them	  want	  to	  partake	  in	  the	  activities	  of	  Game.	  The	  attractiveness	  can	  vary	  though,	  depending	  on	   which	   emotions	   that	   are	   being	   used	   for	   the	   advertisement	   (Mai	   2009,	   57).	   In	   a	  promotional	   video	   showing	   how	   good	   it	   feels	   to	   help	   a	   non-­‐profit	   organization	   with	  focus	  on	  socially	  exposed	  children,	  the	  emotion	  would	  probably	  be	  a	  positive	  and	  thus	  attractive	  one,	  such	  as	  optimism	  (Mai	  2009,	  56-­‐57).	  	  All	   in	  all,	   the	  research	  has	  stressed	  the	  importance	  of	  choosing	  and	  targeting	  the	  right	  audience.	   Going	   from	   one	   target	   audience	   to	   another	   can	   mean	   a	   big	   difference	   in	  perception	  of	  the	  product	  -­‐	  in	  this	  case	  our	  video	  -­‐	  even	  if	  the	  target	  group	  seems	  close	  in	   age.	   The	   target	   audience	   must	   be	   clearly	   understood	   in	   order	   for	   a	   producer	   to	  successfully	  reach	  them	  in	  their	  campaign.	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Conclusion	  Our	   findings	   in	   the	   analysis	   are	   all	   to	   help	   us	   answer	   our	   research	   questions,	   which	  were:	  How	  does	  the	  audience	  perceive	  the	  representation	  of	  Game	  through	  the	  video?	  And	  
how	  does	   the	  message	   in	   the	   video	   influence	   their	   attitude	   towards	   participating	   in	   the	  
organization?	  	  For	   both	   questions,	   we	   found	   that	   there	   is	   not	   just	   one	   answer.	   The	   audience’s	  perception	   of	   Game	   is	   conditioned	   by	   particular	   facts,	   such	   as	   their	   background	  knowledge	  of	  the	  organization,	  and	  the	  medium	  used	  to	  share	  the	  promotional	  video.	  As	  for	   the	  second	  question,	   the	   influence	  that	   the	  message	  has	  on	  the	  audience’s	  attitude	  towards	  Game,	  is	  regulated	  mainly	  by	  the	  angle	  of	  the	  video,	  the	  age	  of	  the	  audience,	  and	  the	   way	   Game	   uses	   the	   social	   media	   platforms.	   As	   far	   as	   our	   hypothesis	   goes,	   it	   is	  partially	  correct	  as	  we	  found	  the	  video	  to	  spark	  an	  interest	  for	  the	  viewer,	  at	  least	  to	  a	  small	   degree,	   to	   partake	   in	   the	   activities	   of	   Game,	   whether	   that	   be	   online	   or	   offline.	  However,	  when	  making	  the	  video	  and	  starting	  this	  project,	  we	  did	  not	  foresee	  the	  many	  factors	  that	  play	  a	  role	  when	  perceiving	  a	  product.	  This	  means	  that	  the	  way	  our	  video	  was	  made,	  was	  too	  unclear	  and	  without	  enough	  thought	  to	  the	  content,	  which	  might	  be	  explained	  by	  the	  limited	  time.	  This	  study	  gives	  answers	  to	  how	  the	  viewers	  perceive	  the	  organization’s	  representation	  through	   our	   promotional	   video,	   but	   this	   is	   just	   part	   of	   a	   bigger	   question	   of	   how	   to	  successfully	  reach	  our	  audience	  and	  make	  them	  react	  in	  a	  certain	  way	  towards	  us	  that	  is	  beneficial,	   through	  audiovisual	  content.	   In	   this	  case,	  after	  answering	  the	  doubts	  of	   the	  audience	   perception,	   the	   next	   possible	   step	   would	   be	   to	   do	   a	   research	   concerning	  another	   angle	   of	   this	   broad	   question.	   To	   be	   able	   to	   answer	   this,	   	   a	   different	   angle	   or	  focus	  could	  be	  on	  the	  type	  of	  message,	  or	  the	  genre	  of	  the	  video,	  which	  are	  other	  topics	  that	  opens	  new	  discussions,	  as	  we	  have	  seen	  in	  the	  analysis.	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Communication	  Plan	  
● Introduction	  This	  communication	  plan	  holds	  the	  process	  of	  creation	  of	  an	  article	  about	  a	  study	  that	  has	  been	  created	  in	  order	  to	  spread	  the	  word	  about	  our	  research	  and	  our	  finded	  results.	  The	  article	  stems	  from	  a	  study	  based	  on	  our	  video	  made	  in	  the	  second	  workshop.	  The	  inspiration	  for	  our	  video	  came	  when	  researching	  the	  organization	  that	  came	  to	  be	  the	  object	  of	  study,	  Game	  online,	  as	   they	  are	  a	  non-­‐profit	  organization	  quite	  active	  on	   the	  social	  media	  where	   they	   use	   promotional	   videos	   to	   reach	   their	   target	   audience.	   They	  make	  many	   videos	   not	   only	   to	   show	   the	  work	   they	   do	   promoting	   street	   culture	   and	  street	  sport,	  but	  also	  to	  attract	  more	  volunteers	  to	  the	  organization.	  So,	  as	  a	  result,	  we	  used	   Game	   as	   an	   example	   of	   what	   we	   think	   is	   a	   phenomenon	   that	   happens	   often:	  organizations	   that	  want	   to	   reach	   their	   target	   audience	   through	  promotional	   videos	   to	  spread	  a	  certain	  message.	  Our	  aim	  is	  to	  target	  the	  members	  of	  this	  organizations	  with	  our	  article	  and	  catch	  their	  interest	  to	  read	  the	  whole	  study	  that	  has	  been	  done,	  due	  to	  we	   think	   it	   is	   interesting	   for	   them	   since	   they	   can	   learn	   how	   to	   reach	   their	  communication	  goal	  successfully.	  	  We	  are	  a	  group	  of	  communication	  students	  from	  Roskilde’s	  Univertity	  with	  the	  aim	  of	  creating	  a	  useful	  study	  for	  our	  target	  audience.	  We	  are	  aware	  that	  this	  kind	  of	  study	  has	  been	  made	   before,	   but	   never	   focusing	   on	   such	   a	   concrete	   target.	   It	   is	   the	   first	   time	   a	  cultural	   non-­‐profit	   organization	   like	   this	   and	   its	   promotional	   videos	   are	   the	   object	   of	  study.	  This	  means	  the	  results	  and	  analysis	  in	  general,	  will	  be	  better	  focused	  and	  easier	  to	  apply	  in	  reality	  for	  them.	  In	  order	   to	   shape	   the	  article,	   and	   find	   the	  best	  way	   to	  be	   communicated,	   its	   language	  and	   writing	   style	   will	   be	   adapted	   to	   the	   cultural	   magazine	   Aeon	   Magazine,	   which	   is	  distributed	  through	  internet.	  This	  online	  magazine	  gives	  us	  the	  perfect	  medium	  for	  our	  article	   since	   it	   has	   an	   easy	   access,	   it’s	   free	   and	   its	   content	   totally	   fits	  with	   our	  needs.	  “Aeon	  Magazine	  publishes	  an	  original	  essay	  most	  weekdays,	  exploring	  topics	  such	  as	  the	  nature	   of	   consciousness,	   the	   psychology	   of	   solitary	   confinement	   and	   the	   missing	  chapters	   in	   the	   story	  of	   human	  evolution.”	   (aeon.co),	   describes	   itself	   in	   their	  website.	  The	  essay	  format	  that	  they	  usually	  publish	  also	  matches	  perfectly	  with	  our	  intention	  of	  writing	   this	   article,	   and	   it	  will,	   of	   course,	   follow	   the	   same	   simple	   and	   clear	  web	   style	  design.	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● Target	  group	  Our	  target	  group	  are	  organization	  members	  who	  are	  interested	  in	  learning	  how	  to	  reach	  their	   target	   group	   through	   promotional	   videos	   in	   social	   media,	   and	   how	   their	   target	  group	   perceive	   the	   organization’s	   image	   through	   these	   videos.	  We	   aim	   to	   catch	   their	  attention	  towards	  our	  study	  for	  them	  to	  read	  it	  and	  optimally	  use	  it	  as	  a	  reference	  point	  to	  focus	  their	  promotional	  video	  messages.	  The	  purpose	  of	  the	  intended	  effect	  is	  for	  us	  to	   reach	   our	   target	   audience	   of	   the	   study,	   to	   be	   read	   and	   be	   useful	   for	   our	   target	  audience.	   Other	   studies	   that	   has	   been	   made	   before	   were	   oriented	   in	   a	   more	   abroad	  camp,	  which	  also	  means	  they	  were	  less	  concrete	  when	  it	  comes	  to	  something	  as	  specific	  as	  a	  promotional	  video	  message	  for	  non-­‐profit	  organizations.	  In	  our	  case	  it	  is	  easier	  to	  use	  the	  information	  that	  we	  give	  in	  our	  study	  for	  this	  organizations.	  Usually	  our	  target	  group	  does	  not	  pay	   attention	  on	   something	   as	   theoretical	   as	   this	   kind	  of	   studies,	   and	  that	  is	  why	  the	  language	  used	  in	  the	  article	  is	  more	  direct	  and	  simple.	  	  
● Strategic	  communication	  plan	  After	  having	  first	  worked	  on	  the	  promotional	  video	  creation,	  which	  afterwards	  has	  been	  our	  object	  of	  study,	  once	  finished	  the	  study	  process,	  we	  have	  done	  this	  communication	  study	  that	  allows	  us	  to	  reach	  the	  last	  step:	  To	  write	  the	  article.	  As	  a	  group	  of	  students,	  by	  doing	  this	  article,	  the	  intended	  effect	  is	  to	  be	  written	  and	  known,	  but	  especially	  to	  be	  useful	  for	  our	  target	  group.	  For	  an	  article	  like	  this,	  there	  is,	  of	  course,	  information	  that	  should	  not	  be	  included	  due	  to	  some	  obvious	   reasons.	   First	   of	   all,	   the	   length	   of	   the	   text	   should	  not	   be	   as	   long	   as	   the	  actual	  study,	  it	  is	  no	  more	  than	  two	  pages,	  which	  makes	  it	  fast	  and	  easy	  to	  read.	  Second,	  if	  we	   include	  too	  much	   information,	   the	  readers	  will	  not	   feel	   interested	   in	  reading	  the	  full	  document.	  Knowing	  this,	  we	  will	  include	  just	  a	  summary	  of	  the	  study	  focused	  on	  the	  analysis	  part,	  and	  written	  in	  a	  non-­‐academic	   language.	  This	  also	  refers	  to	  the	  fact	  that	  we	  won’t	  include	  the	  full	  theories	  but	  a	  summary	  of	  them.	  The	  medium	  used	  is	  a	  cultural	  magazine,	  which	  target	  group	  includes	  our	  target	  group.	  On	  the	  other	  hand,	  the	  topics	  this	  magazine	  works	  on	  are	  as	  well	  related	  with	  the	  article.	  That	   is	   what	   makes	   this	   particular	   medium	   the	   best	   platform	   for	   us	   to	   publish	   the	  article.	  Due	  to	  the	  length	  expected	  for	  this	  article,	  we	  intend	  to	  publish	  it	  in	  the	  research	  section	  of	  the	  magazine.	  It	  will	  not	  matter	  whether	  the	  article	  is	  published	  in	  a	  winter	  or	  summer	   issue	   of	   the	   magazine,	   but	   the	   theme	   of	   the	   issue	   might	   influence	   how	   the	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article	  gets	  perceived	  in	  relation	  to	  the	  other	  reading	  material.	  As	  to	  when,,	  what	  is	  most	  important	   though	   is	   to	   get	   the	  article	  published	  as	   fast	   as	  possible,	   in	  order	   to	   create	  awareness	   to	   the	  study	  while	   it	   is	   still	   recent	  and	  relevant.	  To	  reach	  our	   target	  group	  correctly	  we	  will	  use	  a	  non-­‐academic	  article	  written	  with	  a	   simplified	  vocabulary	  and	  theory.	  	  
● Process	  of	  creation	  The	  easiest	  way	  of	  making	  this	  articles	  is	  to	  follow	  the	  original	  order	  of	  our	  study	  and	  the	  direct	  1rst	  person	  writing	  style	  of	  the	  magazine.	  In	  order	  to	  transform	  the	  academic	  type	  language	  from	  the	  study	  to	  a	  non-­‐academic	  one	  for	  the	  article,	  we	  will	  simplify	  the	  vocabulary	  and	  language.	  That	  means	  using	  a	  less	  formal	  type	  of	  writing	  as	  well	  as	  using	  a	  more	  vivid	   language.	  We	  will	  make	   sure	   to	   choose	   a	   certain	   genre	   and	  angle	   to	   the	  article	  and	  make	  sure	  to	  structure	  the	  article	  so	   it	  keeps	  the	  reader’s	  attention.	  We	  as	  university	   students,	   have	   the	   ability	   of	   writing	   different	   types	   of	   text	   with	   different	  types	  of	  styles,	  since	  we	  have	  also	  had	  lectures	  in	  creative	  writing	  as	  part	  of	  our	  Print-­‐media	  workshop	  in	  Communication.	  	  The	   only	   legal	   problems	   that	   could	   occur	   are	   probably	   the	   ones	   related	   with	   the	  references,	  but	  this	  article	  is	  not	  going	  to	  be	  a	  principle	  recurs,	  and	  in	  any	  case,	  we	  just	  have	  to	  pay	  special	  attention,	  since	  we	  know	  that	  could	  be	  one	  of	  our	  weaknesses.	  The	  ethical	  problems	  that	  could	  appear	  are	  possible	  different	  point	  of	  views	  of	  the	  readers,	  but	  since	  that	  is	  something	  that	  we	  can	  not	  control,	  all	  we	  can	  do	  is	  keep	  a	  respectable	  position	  towards	  anyone	  that	  could	  feel	  offended.	  The	  fact	  that	  we	  are	  working	  with	  a	  non-­‐profit	  organization	  leave	  the	  whole	  topic	  of	  our	  project	  with	  a	  very	  limited	  risk	  of	  ethical	  problems.	  As	  if	  it	  was	  not	  enough	  that	  Game	  is	  non-­‐profit	  it	  is	  also	  about	  helping	  young	  people	  stay	  out	  of	  trouble	  and	  has	  diversity	  as	  one	  of	  their	  main	  values.	  Since	  we	  do	  not	  need	  any	  external	  recurs	  or	  material	  to	  reach	  our	  goals,	  a	  budget	  would	  be	  unnecessary.	  Also,	  this	  is	  the	  kind	  of	  product	  that,	  as	  in	  the	  case	  of	  the	  budget,	  does	  not	  need	  a	  special	  material.	  The	  only	  things	  required	  are	  a	  computer,	  a	  place	  to	  do	  the	  focus	  group,	  and	  internet.	  Other	  than	  that,	  the	  magazine	  will	  have	  to	  take	  care	  of	  what	  is	  necessary	  with	  printing.2	  
                                                2	  References:	  Jacobsen,	  Jan	  K.	  (2013)	  ‘24	  Questions	  for	  Planned	  Communication’.	  Vol.	  1.	  Roskilde	  University	  Press,	  Denmark,	  http://aeon.co/magazine/about/	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